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Infant 


A  baby  with  infant 
colic  needs  more  than 
a  drop  of  bubbly 

Most  remedies  for  infant  colic  and  griping  pains  work  on  the 
same  principle.  Dose  a  baby  with  an  effervescent  solution 
to  literally  blow  the  wind  out. 
Effective,  maybe,  but  rather  drastic. 

Surely  if  a  baby's  tummy  is  distended  with 
wind,  it  is  preferable  to  disperse  the 
pressure,  not  increase  it. 

Dentinox  Infant  Colic  Drops  does  just  that. 
.  ;r   The  active  ingredient,  dimethicone  actually 
H    colic  breaks  down  the  bubbles  of  accumulated 
drops  ingested  air.  Safely,  gently  and  quickly.  Yet 
y  only  y2ml  is  needed  at  every  feed  to 

avoid  the 
misery  colic  and  griping  pains 
can  bring. 

Next  time  a  mother  asks  for 
your  advice  on  colic  or  griping 
pains,  suggest  she  keeps  the 
bubbly  for  a  celebration.  And 
recommend  Dentinox 
Colic  Drops. 


colic 
drops 


NTINOX 

Infant 


Dentinox  Infant  Colic  Drops 

Gently  relieves  babies' wind 
and  griping  pains. 


Dendron  Ltd.,  94  Rickmansworth  Road,  Watford,  Herts  WD1  7JJ.Tel.  (0923)  29251.    PL.  0133/0022  GSL 
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Simplicity*  No.l  towel  in  the  multiple  and 
chemist  trade,  is  now  an  even  bigger  market  leader. 

And  an  even  bigger 
profit  earner.  .     ».  .  ^ 

Sostockuplnabigway  > ; 


Sizel  k^ptCX  Regular 


Size  2  kQteX  Super 


Note:  The  brand  loyal  Simplicity  user 
won  t  buy  a  different  brand  if  you're  out  of  stock.  She 
buys  Simplicity  somewhere  else.  So  keep  your  stock 
checked  every  day  Simplicity  moves  fast. 
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Licensing: 
C&D  v  P  J 

Replying  to  C&D's  Comment  (April  10) 
concerning  the  new  NPA  policy  document 
and  the  future  of  general  practice  / 
community  pharmacy,  the 
Pharmaceutical  Journal  last  week  said 
some  harsh  things  about  us.  The  journal  is 
entitled  to  its  views  on  what  is  right  for 
pharmacy  —  as  is  C&D  —  but  it  is  not 
entitled  to  contend,  as  it  did,  that  C&D's 
views  reveal  "a  confused  understanding 
of  the  legislation  applying  to  the  licensing 
of  medicinal  products"  and  that 
"pharmacists  would  be  well  advised  to 
ignore  them". 

C&D  does  not  make  a  habit  of  going 
into  print  recklessly,  and  the  kindest  thing 
we  can  say  about  the  PJ  statement  on  this 
point  is  that  it  either  misread  what  was 
said,  or  misinterpreted  what  was  intended 
—  and  we  have  yet  to  speak  with  an  expert 
on  the  licensing  of  medicines  who  read 
into  our  statement  anything  differing 
significantly  from  what  was  intended, 
other  than  perhaps  to  comment  that  we 
had  not  spelled  out  the  background.  So 
spell  it  out  we  must. 

The  point  we  made  was  that  in  many 
cases  the  eventual  legal  status  of  a 
medicinal  product  begins  with  a 
marketing  decision  by  the  manufacturer. 
Quantitatively  this  affects  mainly  "P" 
versus  "GSL"  but  exactly  the  same 
principles  apply  both  in  respect  of  new 
product  licence  applications  (unless  a  new 
chemical  entity,  etc,  is  involved  in  which 
case  there  is  a  POM  period  while  data  is 
collected)  and  in  respect  of  applications 
for  a  variation  in  an  existing  licence.  The 
POM  to  P  applications  are  naturally  few, 
and  they  would  become  public  only  if 
successful;  similarly,  there  is  no  way  of 
knowing  when  a  company  has  formulated 
specifically  to  keep  below  a  POM  dosage 
level,  for  example.  But  the  political 
climate  is  changing,  and  there  is  strong 
pressure  from  within  the  pharmaceutical 


profession  itself,  and  from  OTC  sections 
of  the  industry,  to  see  additional  effective 
remedies  made  available  for  counter- 
prescribing  by  the  pharmacist  when  safety 
considerations  allow. 

Curiously,  it  appears  that  the  only 
realistic  mechanism  under  the  Medicines 
Act  to  change  the  status  of  a  product  from 
POM  to  P  is  through  a  licence 
application.  There  is  no  committee  sitting, 
as  did  the  Poisons  Board,  to  review  the 
status  of  compounds  and  to  consider  the 
composition  of  the  POM  list  perse.  The 
Medicines  Commission  certainly  has 
power  to  review  the  list  but  deletions  have 
not  been  a  high  priority  so  far  —  and 
licence  variation  applications  would  still 
be  required  before  licence  holders  could 
change  marketing  policy. 

Thus  the  most  likely  mechanism  for 
change  is  through  a  manufacturer  making 
a  decision  that  it  should  apply  for  a 
product  licence,  with  pharmacy  sale  the 
intended  method  of  marketing.  It  goes 
without  saying  that  the  application  may 
not  succeed,  the  licensing  authority 
having  the  final  say,  but  it  is  equally  true 
that  the  authority  will  not  extend  the 
licence  beyond  what  is  sought. 

Whether  seeking  a  licence  for  the  first 
time  or  seeking  variation  of  an  existing 
licence,  the  main  criteria  that  will  be  taken 
into  account  by  the  Department  of  Health 
are: 

1 .  Whether  the  product  is  safe,  suitable 
and  efficacious  for  the  treatment  of 
conditions  proposed  in  the  application, 
and  via  the  proposed  route  of  sale. 

2.  Whether  the  condition  to  be  treated  is 
itself  safe  for  self-medication. 

An  example  of  such  a  licence 
application  might  be  for  an  existing  non- 
steroidal anti-inflamatory.  The  drug  could 
not  be  labelled  for  sale  to  the  public  for 
osteo-arthritis  since  that  would  require  a 
further  decision  by  the  licensing  authority 
to  vary  the  regulations  (which  preclude 
the  offer  of  a  product  for  sale  to  the 
public  for  this  indication).  However  if  the 
proposed  indications  were  already 

Continued  overleaf 
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THIS  WEEK'S  NEWS 

NPA  acts  against 
ieapfroggers'. 


The  National  Pharmaceutical  Association 
has  disclosed  that  it  has  rejected  an 
application  for  membership  from  a 
company  operating  a  pharmacy  in  the 
West  Midlands  on  the  grounds  of  "the 
pharmacy's  proximity  to  a  number  of 
doctors'  surgeries  relative  to  existing  NPA 
pharmacies." 

The  Board  had  a  "very  lengthy 
discussion  on  Tuesday  about  the  criteria 
to  be  applied  to  applications  for 
membership  of  the  NPA.  No  general 
conclusion  was  reached,  it  being  decided 
that  "the  criteria  for  NPA  membership 
remain  unchanged."  Applications  will  in 
future,  as  in  the  past,  be  considered  on 
their  individual  merits. 


The  NPA  says  it  is  likely  that  in  similar 
circumstances  (to  the  West  Midlands  case) 
similar  decisions  will  be  reached  in  future 
not  only  in  relation  to  first-time 
proprietors  but  also  in  relation  to  new 
branches  of  existing  NPA  members. 

The  NPA  Board  wishes  publicity  to  be 
given  to  this  matter  in  the  hope  that  it  will 
lead  in  practice  to  greater  rationalisation 
of  the  location  of  pharmacies,  in  line  with 
the  policy  of  the  NPA  and  other 
pharmaceutical  organisations. 

Membership  application  forms  will  in 
future  include  the  question:  "Is  this 
pharmacy  within  one  kilometre  of  an 
existing  pharmacy?" 


. . .  and  plans  to  advertise 


The  NPA  has  taken  a  decision  in  principle 
to  mount  a  corporate  advertising 
campaign  on  behalf  of  community 
pharmacy  —  and  has  this  week  appointed 
an  advertising  agency. 

This  week  it  was  agreed  to  set  up  a 
subcommittee  to  discuss  details  of  the 
campaign  with  the  agency,  but  it  has 
already  been  recognised  that  a 
considerable  amount  of  money  — 
possibly  well  into  six  figures  —  will  be 
needed  to  mount  an  effective  campaign. 
This,  it  is  recognised,  will  be  the  point 
which  takes  some  "selling"  to  the 
Association's  membership  and  the  first 


priority  once  the  campaign  has  been 
formulated  will  be  to  justify  to  members 
the  additional  levy  it  is  proposed  to  add  to 
the  subscription  (unspecified  until  budgets 
have  been  worked  out). 

The  concept  itself  had  been 
unanimously  approved  at  the  Board's 
March  meeting  when  the  director,  Mr  Tim 
Astill,  recommended  that  a  campaign 
should  be  initiated  "to  inform  the  public 
about  the  community  pharmacist,  his 
training,  expertise  and  availability."  The 
first  indication  of  the  decision  came  at  the 
Press  conference  to  launch  the  NPA's  new 
policy  document  (C&D,  April  10,  p640).  ■ 


COMMENT 


Continued  from  previous  page 


acceptable  for  self-medication,  the  licence 
application  might  perhaps  succeed. 

Another  possible  case  might  be  an 
attempt  to  make  low-strength  topical 
corticosteroids  available  for  counter- 
prescribing  by  pharmacists.  This  would  be 
following  the  USA  lead  and  there  is 
nothing  to  prevent  a  company  making  a 
licence  application  which  could,  if 
successful,  eventually  result  in  a  change  in 
the  current  POM  status  of  the  drug 
concerned.  Even  if  the  licensing  authority 
objected  to  the  application  the 
manufacturer  would  have  (in  the  case  of  a 
new  product  submission)  the  right  of 
appeal,  first  to  the  Committee  on  Safety 
of  Medicines  and  later  if  necessary  to  the 
Medicines  Commission  itself  (though  it 
must  be  said  that  the  licensing  authority 
still  has  the  final  word). 


The  new  non-sedative  antihistamine 
terfenadine  provides  a  good  example:  as  a 
new  drug  it  is  POM,  and  so  it  is  likely  to 
remain  unless  its  manufacturer  makes  the 
marketing  decision  to  apply  for  a  licence 
variation  at  the  end  of  the  "experience" 
period.  Without  such  an  application  the 
ludicrous  situation  would  result  that  the, 
by  then,  proven  safer  product  would  be 
POM  while  comparatively  less  safe 
products  were  available  OTC  for  self- 
medication. 

However  even  after  the  authority 
agrees  to  a  P  licence,  the  POM  list 
position  would  still  prevent  retail  supply. 
Since  it  is  not  possible  to  specify 
individual  products  in  the  POM  list 
(ingredients  only  are  considered)  a 
consequent  change  in  the  POM  list  would 
be  necessary  —  but  is  clearly  likely  once 


Mr  Brian  Cheslyn-Curtis,  retiring  as 
Southern  representative  of  Arthur  H.  Cox 
&  Co  Ltd  after  34  years  with  the  company, 
receives  a  presentation  from  Mr  Nicholas 
Cox,  chairman,  while  managing  director 
Mr  David  Green  (left)  and  commercial 
manager  Mr  Harry  Lloyd  (right)  look  on 

the  due  process  of  considering  the  licence 
had  disposed  of  safety  and  other  relevant 
factors.  In  fact  C&D  has  been  told  in 
confidence  that  a  number  of  POM  to  P 
applications  have  been  made  by  the 
industry. 

In  passing  it  should  perhaps  be 
mentioned  that  the  transfer  of  a  product 
from  the  P  category  to  GSL  follows 
exactly  the  same  route,  except  that  the 
holding  of  a  GSL  product  licence 
overrules  the  temporary  absence  of  the 
product  from  the  General  Sale  List. 

C&D  understands  there  is  very 
considerable  interest  among 
manufacturers  for  ingredients  to  move 
from  POM  to  P  following  in  the  footsteps 
of  the  USA  and  Canada.  There  is  similar 
interest  in  some  European  countries. 

An  industry  spokesman  told  C&D  this 
week:  "It  is  right  that  these  decisions 
should  be  made  through  licensing  because 
it  is  not  the  ingredients  but  how  they  are 
likely  to  be  used,  distributed  and  packed 
which  should  influence  the  decision  on 
their  legal  status". 

This  point  has  been  made  frequently 
by  the  president  of  the  Pharmaceutical 
Society,  Professor  Beckett.  For  years  he 
has  argued  that  medicines  rather  than 
drugs  should  be  the  basis  for  licence 
considerations,  since  there  are  methods  of 
formulation  available  today  which  may 
avoid,  for  example,  the  possibly 
dangerous  peak  levels  of  potent 
substances  inherent  in  traditional 
presentations.  That  is  the  type  of 
"formulation"  option  the  NPA  had  in 
mind  when  writing  its  policy  document. 

To  summarise,  all  C&D  suggested 
three  weeks  ago  is  that  unless 
manufacturers  set  out  to  make 
appropriate  products  available  for 
pharmacy  sale,  before  they  apply  for  a 
licence  (and  perhaps  even  before 
formulation),  the  pharmacist's 
armamentarium  of  effective  medicines 
will  remain  static.  Like  the  NPA,  C&D 
hopes  every  manufacturer  will  look 
carefully  at  its  marketing  alternatives 
before  committing  itself  to  the  POM-only 
route.  ■ 
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'It's  much  cheaper  our  way 


Chemists  join  VTOs 
more  than  grocers  do 

A  much  higher  proportion  of  chemists 
than  grocers  belong  to  voluntary  groups 
but  their  allegiance  is  not  so  visible  to  the 
public,  says  the  research  organisation 
Mintel  in  the  latest  issue  of  Retail 
Intelligence. 

The  report  points  out  that  group 
headquarters  are  always  pressing  for 
better  visual  identification  of  the 
premises,  but  by  their  very  nature 
independent  businessmen  often  cherish 
their  individuality  —  and  in  the  case  of 
chemists  there  is  added  "a  widespread 
feeling  of  professionalism  and  in  extreme 
cases  a  positive  dislike  for  being  in  trade." 

Mintel  credits  Numark  with  2,500 
more  retail  outlets  in  membership  and 
Unichem  with  4,000  but  says  that  whereas 
the  former  has  some  sort  of  visual 
identification  in  most  outlets,  the  latter 
has  only  5  per  cent  identified. 

Overall,  Mintel  estimates  that  sales  in 
the  independent  retail  sector  amounted  to 
£4,000m  in  1981,  with  over  one-third 
attributed  to  voluntary  groups.  "There  is 
no  doubt  that  these  groups,  although 
under  pressure,  are  an  established  part  of 
the  British  retail  scene.  In  most  areas, 
multiples  will  continue  to  encroach  upon 
the  independents,  but  voluntary  groups 
will  continue  to  be  an  important  factor  in 
resisting  these  pressures.  The  trend  is 
likely  to  be  towards  stronger  groups, 


demanding  commitment  and  more  visible 
indentification  among  their  retail 
members." 

From  Mintel's  research  it  appears  that 
although  there  are  far  more  grocery 
voluntary  groups  that  any  other  type, 
penetration  into  their  respective  market 
sectors  is  highest  among  health  food 
stores  (50  per  cent),  chemists  (47  per  cent) 
and  photographic  dealers  (37  per  cent). 

The  17,000  grocery  voluntary  group 
outlets  represent  27  per  cent  of  all  grocery 
outlets.  Membership  has  fallen  from  a 
peak  approaching  30,000  to  its  present 
level,  but  generally  it  is  the  smaller  and 
weaker  independents  who  drop  out. 
According  to  Mintel,  Spar  with  3,400 
members,  Mace  with  3,000  and  VG  with 
2,200  are  the  biggest  groups.  These  three 
now  account  for  5  per  cent  of  all  packaged 
grocery  sales. 

Mintel  shows  grocery  independents  to 
have  a  depreciating  24.9  per  cent  total 
market  share.  The  Co-op  is  also  declining 
at  13.8  per  cent  while  the  multiples  have 
increased  their  share  by  3  points  to  over  60 
per  cent. 

Mintel  recently  conducted  consumer 
research  into  grocery  symbol  groups 
which  established  that  a  third  of  all  adults 
had  visited  a  group  member  in  a  given 
week.  Helpfulness  of  staff  and 
convenience  of  opening  hours  were  prime 
perceived  attributes.  Mintel  Retail 
Intelligence  reports  are  available  quarterly 
price  £100  (single  issue)  £350  (per  annum) 
in  the  UK,  from  20  Buckingham  Street, 
London  WC2N6EE.  * 


Striking  off 
upheld  by 
High  Court 

A  54-year-old  Cheshire  pharmacist  who 
was  struck  off  the  Register  following 
criminal  convictions,  this  week  at  the 
High  Court  in  London  failed  in  his  bid  to 
be  reinstated. 

Mr  Victor  Harari,  of  Mereside  Road, 
Mere,  Cheshire,  was  "struck  off"  in  July 
last  year  after  an  inquiry  by  the 
Pharmaceutical  Society's  Statutory 
Committee  heard  details  of  his 
convictions  for  assault  and  offences  under 
the  Protection  from  Eviction  Act.  His 
appeal  against  the  decision  was  dismissed 
with  costs. 

As  a  result  of  the  offences,  which  took 
place  between  1978  and  1980,  Mr  Harari 
spent  six  months  in  prison.  Mr  Harari 
claimed  that  the  Society's  inquiry  had 
simply  re-presented  evidence  produced  at 
the  Court  hearings.  He  told  Lord  Justice 
May,  sitting  with  Mr  Justice  Stephen 
Brown,  that  he  had  not  been  given  an 
opportunity  to  present  his  side  of  the  case. 

He  described  the  inquiry  as  a  "mock 
trial"  during  which  no  effort  was  made  to 
establish  what  led  up  to  his  convictions. 

He  said  the  inquiry  had  failed  to  take 
into  account  his  work  as  a  pharmacist 
which  he  said  was  "second  to  none". 

But  Lord  Justice  May  said  it  was  quite 
clear  that  the  inquiry  had  given  Mr  Harari 
every  opportunity  to  bring  witnesses  and 
testimonials  before  the  committee. 

Although  the  court  had  the  power  to 
overrule  decisions  of  domestic  tribunals  it 
was  important  to  remember  that  it  was  the 
tribunals  themselves  who  actually  saw  the 
witnesses  involved. 

In  view  of  the  facts  which  gave  rise  to 
the  convictions  the  judge  said  he  could  see 
no  reason  to  criticise  the  severity  of  the 
decision  arrived  at  by  the  committee.  ■ 

Pharmacies  increase 


The  number  of  registered  pharmacies 
increased  by  88  in  1981  bringing  the  total 
to  10,  71 1  at  the  end  of  the  year. 

This  final  figure,  taken  from  the 
Pharmaceutical  Society  Registrar's 
report,  means  the  C&D  running  total 
should  be  decreased  by  two.  Hence  the 
number  of  premises  at  the  end  of  March 
should  be  amended  to  10,685.  ■ 

News  in  brief  

■  A  new  edition  of  "Biological 
substances:  international  standards, 
reference  preparations  and  reference 
reagents"  has  been  published.  The 
contents  have  been  revised  to  show  all  the 
changes  made  since  the  previous  edition  in 
1979,  including  those  in  the  31st  and  32nd 
report  of  the  World  Health  Organization 
expert  committee  on  biological 
standardisation.  Available  from  HMSO. 


Foreign  companies 
'exploit'  research 

Concern  has  been  expressed  by  the 
Medical  Research  Council  that  funding  of 
scientific  projects  in  genetic  engineering 
and  biotechology  at  various  UK 
universities  is  being  exploited  by  foreign 
companies  rather  than  British  ones. 

In  a  memorandum  presented  as 
written  evidence  to  an  inquiry  by  the 
Commons  committee  on  education, 
science  and  the  arts  MRC  says:  "Some 
university  students  obtain  council  [MRC] 
support  for  the  more  basic  aspects  of  their 


research,  and  then  seek  foreign  venture 
capital  for  those  aspects  of  their  work 
likely  to  have  commercial  benefits,  thus 
depriving  British  companies  of  the 
financial  gain  arising  from  achievements 
which  would  not  have  been  possible 
without  Government-funded 
'underpinning  research  '." 

In  a  memorandum  made  to  the  same 
committee  the  Agricultural  Research 
Council  says  that  the  opportunity  for  big 
improvements  in  agriculture,  through  the 
application  of  advances  in  genetic 
engineering,  will  be  lost  unless  there  are 
changes  in  the  traditional  teaching  and 
research  practices  in  universities.  ■ 
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Some  of  the  "veterans" at  last  week's  Allen  &  Hanburys'  dinner  for  long-serving 
personnel 


'Which?'  prices:  a 
second  rejection 

A  second  pharmacist  consulted  by  the 
Consumers'  Association  told  Which?  that 
their  price  levels  for  non-proprietary  over- 
the-counter  medicines  could  not  be 
upheld,  C&D  has  learned  this  week. 

The  pharmacist,  who  wishes  to  remain 
anonymous,  believes  he  may  have  been 
the  originator  of  the  article  —  but  it  was 
one  he  submitted  for  publication  in  Drug 
and  Therapeutics  Bulletin  and  thus  for  a 
medical  audience.  However  it 
"resurfaced"  when  the  pharmacist 
received  a  draft  of  the  Which?  article  for 
comment  and  he  assumed  that  the  Bulletin 
had  rejected  it  because  there  was 
insufficient  "meat"  for  the  medical 
profession. 

The  pharmacist  told  Which?  that  he 
"could  not  envisage  pharmacists  being 
able  to  meet  these  prices".  He  did  not 
carry  out  personal  research  —  as  did  Dr 
Balon  who  was  also  consulted  (C&D  April 
24  p748)  —  because  he  was  sure  that  in  its 
usual  manner  Which?  would  have 
thoroughly  researched  the  prices  it  was 
quoting.  The  prices  were  not  those 
submitted  to  Drug  and  Therapeutics 
Bulletin  by  the  pharmacist,  who  believed 
that  he  could  do  no  more  than  register  his 
protest  since  the  Bulletin  reserves  the  right 
to  change  articles. 

The  Bulletin  did  publish  an  article 
"When  buying  can  cost  less  than  the 
prescription  charge"  in  its  issue  of 
September  25,  1981,  when  the  charge 
referred  to  was  £1 .  However  this  article, 
although  it  listed  many  of  the  medicinal 
preparations  which  found  their  way  into 
the  Which  Particle,  carried  no  actual 
prices.  It  is  clearly  from  this  article  that 
the  therapeutic  classifications  criticised  by 
Dr  Balon  come  —  in  the  Bulletin  the 
column  is  headed  "BNF  section  headings 
and  official  names".  This  results  in 
cinnarizine  being  classified  as  an  "anti- 
nauseant",  which  Dr  Balon  considered 
inappropriate  for  a  lay  audience.  ■ 

Drivers  ignore 
drowsiness  warning 

Most  people  taking  antihistamines  for  hay 
fever  ignore  warnings  not  to  drive  if  they 
are  affected  by  drowsiness  —  and  many 
continue  to  drink  alcohol. 

These  are  among  the  findings  of  a 
survey,  sponsored  by  Merrell 
Pharmaceuticals  Ltd,  which  revealed  that 
57  per  cent  of  hay  fever  sufferers 
experienced  some  degree  of  drowsiness  as 
a  result  of  treatment  last  year.  Prescribed 
therapy  was  most  likely  to  cause 
drowsiness,  experienced  by  nearly  two- 
thirds  of  those  treated  by  their  doctors. 
One  quarter  said  that  this  lethargy 
affected  their  work  and  16  per  cent  said  it 
affected  their  leisure  activities. 

However,  72  per  cent  of  drivers  still 


PSGB  suggests  local 
meetings  with  GPs 

The  role  of  the  pharmacist  as  a  source  of 
information  to  the  patient  at  the  time 
dispensed  medicines  are  handed  out  has 
been  emphasised  in  a  letter  to  the  British 
Medical  Journal  —  the  information 
provided  is  said  to  include  the  written 
directions  on  the  medicine  label,  any 
additional  cautionary  labels  or  leaflets, 
together  with  such  oral  advice  as  is  given 
by  the  pharmacist. 

Mr  Raymond  Dickinson,  deputy 
secretary,  Pharmaceutical  Society  of 
Great  Britain,  has  written  to  the  BMJ  in 
response  to  a  recent  article  (BMJ,  April 
17,  pi  171)  by  Dr  Muir  Gray  that  dealt 
principally  with  the  wording  and 
presentation  of  effective  leaflets  for 
patients  (in  the  context  of  the  general 
problem  of  informing  patients,  not  only 
of  preventative  measures,  but  also  on 
medicinal  treatment). 

Mr  Dickinson  goes  on  to  say:  "The 
Departmental  working  party  which  was 
established  to  consider  information  to 
patients,  was  disbanded  without 
providing  general  recommendations.  The 

drove  while  taking  treatment,  78  per  cent 
of  machinery  operators  still  operated 
machinery  and  well  over  half  (59  per  cent) 
of  those  who  normally  drank  alcohol 
continued  to  do  so. 

The  research  showed  that  while  most 
hay  fever  sufferers  (83  per  cent)  had 
consulted  their  doctors  at  some  time 
about  their  complaint,  only  just  over  half 
chose  to  do  so  last  year.  One  in  four 
claimed  they  were  dissatisfied  with  their 
treatment,  the  main  criticism  being  that  it 
caused  drowsiness. 

Less  than  one-third  (31  per  cent) 
bought  an  OTC  remedy  and  of  those  who 
did,  23  per  cent  thought  the  treatment  was 


Pharmaceutical  Society  is  currently 
considering  whether  national  guidelines 
can  be  provided  for  pharmacists. 
However,  whatever  national  guidelines 
might  emerge  in  the  future,  it  is  most 
important  that  the  complementary 
information  provided  by  the  pharmacist  is 
consistent  with  that  which  has  been 
provided  by  the  prescribing  doctor. 
Probably  the  most  effective  way  of 
ensuring  that  the  patient  receives  the  same 
type  of  information  from  two  sources, 
thereby  increasing  the  probability  of 
retention,  is  for  the  doctors  and 
pharmacists  in  localities  where  the 
majority  of  the  prescriptions  are 
dispensed  by  pharmacies  within  a 
reasonable  proximity  of  the  surgery,  to 
meet  at  regular  intervals  to  discuss  the 
matter.  No  doubt  other  benefits  would 
flow  from  such  meetings,  but  the 
collaborative  effort  in  relation  to  patient 
information  would  be  reason  enough  for 
them. 

"The  possibility  of  such  meetings  has 
been  discussed  recently  between  local 
pharmaceutical  and  medical  committees. 
A  positive  response  from  both  professions 
could  bring  about  a  substantial 
improvement  in  this  important  aspect  of 
health  care."  ■ 

unsatisfactory  or  ineffective  (26  per  cent). 
Again,  the  main  complaint  was 
drowsiness.  By  the  end  of  May  1981,  over 
half  of  those  who  bought  a  preparation 
last  year  had  still  to  buy  treatment  but  by 
the  end  of  the  peak  month  of  June  all  but 
1 1  per  cent  had  done  so.  However,  many 
of  those  who  consulted  their  doctor  went 
in  anticipation  of  their  hay  fever  and 
nearly  two-thirds  had  sought  medical 
advice  by  the  end  of  May. 

The  survey  covered  1 ,210  households 
and  1  in  5  contained  a  hay  fever  sufferer, 
from  which  it  is  estimated  that  9  million 
people  in  Great  Britain  experienced 
symptoms  in  1981 .  ■ 
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LUITPOLD 


Special 
Announcement 

during  May  only 

Orders  placed  through  your 
Luitpold  Representative 

will  be  eligible  for 
Special  Bonus  Terms 

 on  

Hirudoid 

(Cream  or  Gel)  0 

Painful  leg  syndrome  and 
superficial  soft  tissue  injuries 

Propain 

(Pack  of  12  Tablets)  0 

Powerful  Pain  Relief 

Luitpold  are  supporting  Retail  Pharmacy  with  'Pharmacy  only'  products 

Make  counter  prescribing  really  pay 
Call  your  local  Luitpold  Representative  or  telephone  our  Sales  Department 

01-561  8774  for  immediate  service 


Every  day  in  Britain  and  all  over  the  world,  lives  are  being  saved  by 
major  surgery. 

And  after  the  surgeon  has  applied  his  skills,  he  relies  on  Flagyl 
Injection  to  protect  the  patient  from  anaerobic  sepsis. 

Flagyl  is  just  one  of  the  many  products  researched  and  developed 
by  May  &  Baker  in  Britain. 

May  &  Baker  have  been  honoured  for  this  life  saving  development 
by  the  Queen's  Award  forTechnological  Achievement. 


Flagyl  is  aTrade  Mark.  May  &  Baker  Ltd,  Dagenham,  Essex  RM1 0  7XS. 


TOPICAL  REFLECTIONS 

By  Xrayser 


Guidance  on  new 
first  aid  rules 

The  Health  and  Safety  Executive  has 
published  guidance  on  the  Health  and 
Safety  (First  Aid)  Regulations  1981  which 
come  into  operation  on  July  1 . 

The  Regulations  place  a  general  duty 
on  employers  to  make  adequate  first  aid 
provision  for  their  employees  if  they  are 
injured  or  become  ill  at  work. 
Establishments  with  relatively  low 
hazards,  such  as  shops,  do  not  need  to 
provide  a  trained  first-aider  unless  150  or 
more  employees  are  at  work,  and  in  most 
premises  a  special  first-aid  room  is  needed 
only  if  there  are  400  or  more  employees. 

However,  all  employers  are  required  to 
provide  a  first  aid  box  and  make  sure  all 
employees  know  where  it  is  kept.  The 
following  are  the  suggested  minimum 
contents  for  1-5  employees  (quantities  for 
6-10  and  1 1-50  employees  in  brackets). 

□  A  card  giving  general  first  aid 
guidance. 

□  10  (20,  40)  individually  wrapped  sterile 
adhesive  dressings. 

□  1  (2,  4)  sterile  eye  pads. 

□  1  (2,  4)  triangular  bandages  (sterile  if 
possible,  otherwise  sterile  coverings  for 
serious  wounds  should  also  be  included). 

□  6(6,  12)  safety  pins. 

□  3  (6,  8)  medium-sized  (about  10  x  8cm) 
sterile  unmedicated  dressings. 

□  1  (2,  4)  large  (13  x  9cm)  sterile 
unmedicated  dressings. 

□  1  (2,  4)  extra  large  (28  x  17.5cm)  sterile 
unmedicated  dressings. 

There  should  be  at  least  one  notice 
posted  in  a  conspicuous  position  saying 
where  first  aid  equipment  is  kept. 

The  new  Regulations  replace  previous 
requirements  for  first  aid  at  work,  eg, 
Section  24  of  the  Offices,  Shops  and 
Railway  Premises  Act  1963.  Visitors  to 
premises,  such  as  customers  in  shops,  are 
not  covered  by  the  Regulations. 
*  'First  A  id  at  Work ' '.  Health  and  Safety 
series  booklet  HS(R)11  (HMSO  £2.50).  ■ 

Scottish  scripts 

Average  cost  of  prescriptions  dispensed 
by  chemists  and  appliance  suppliers  in 
Scotland  in  October  1981  was:- 


Pence 

Ingredient  cost  293.149 

Oncost  39.041 

Dispensing  fee  33.217 

Interim  allowance  6.989 

Container  allowance  3.798 

Other  miscellaneous  costs  0.852 


Gross  cost  377.046 
Less  charges  26.536 
Net  cost  350.510 


Total  number  of  prescriptions:  2,910,344 

News  in  brief 


There  has  been  no  substantial  change  in 
UK  applications  to  study  pharmacy  at 
university  this  October. 
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Questionnaire 


"Squirrel  Nutkin"  —  what  a  charming 
name  —  has  written  to  suggest  we  collate 
a  document  of  doctor  errors  in 
prescription  writing,  so  we  may  be  able  to 
use  it  to  support  our  case  for  at  least  a 
check  on  the  output  from  dispensing 
doctors.  His  reasoning  is  that  if  mistakes 
occur  in  scripts  given  to  patients  for 
pharmacists  to  dispense,  the  same 
proportion  of  errors,  but  in  this  case 
undetected,  is  likely  to  be  present  in  those 
dispensed  by  the  doctor's  staff.  A 
reasonable  implication,  since  many  repeat 
prescriptions  are  written  by  unqualified 
staff,  and  not  infrequently  dispensed  by 
the  same  or  other  unqualified  assistants, 
without  the  "dispensing"  doctor  even 
seeing  what  is  given.  This  puts  the  patient 
at  an  unacceptable  risk.  The  argument 
seems  wholly  valid  to  me,  and  since  the 
C&D  has  a  real  interest  in  helping 
contractors  make  the  case  for  safe- 
guarding patients,  it  is  pleasing  to  see  it  is 
willing  to  publish  classic  examples. 

However,  while  I  agree  it  might  give 
satisfaction  to  look  at  these  mistakes,  to 
rub  or  wring  our  hands,  and  say  tut  tut,  I 
can't  help  musing  as  to  whether  it  is  the 
best  way  of  using  such  material.  I  have 
just  filled  in  a  four  page  questionnaire  for 
the  NPA  dealing  with  the  present  usage  of 
wholesalers,  a  survey  which  must  give 
valuable  information  on  trends  in  retail 
pharmacy.  I  like  this  form  of  survey. 

If  we  are  to  put  together  a  serious  case 
against  doctor  dispensing,  I  believe  part  of 
that  case  must  take  into  account  the  fact 
of  unchecked  human  error,  but  can't  see 
any  point  in  the  publication  of  the  odd 
prize  clanger,  however  edifying  —  if  that 
is  the  right  word.  To  develop  this 
argument  properly,  a  representative 
sample  of  contractors  should  be  chosen 
and  asked  to  document  (photo  copy) 
every  single  error  presented  at  their 
premises  for  a  month,  with  the  action 
needed  to  make  correction  being  listed  on 
a  summary  sheet  which  could  be  designed 
for  easy  analysis  later. 

Obviously  it  is  a  job  for  the  PSNC 
since  it  concerns  them  intimately,  with  the 


The  Universities  Central  Council  on 
Admissions  has  now  received  all  the  forms 
for  October  1982  entry  dealt  with  by 
normal  processing.  Overall  there  has  been 
a  6  per  cent  increase  in  the  number  of  all 
UK  applications  compared  with  the  same 
time  last  year  and  a  20  per  cent  drop  in  the 
number  of  overseas  applications.  There 
are  approximately  30  per  cent  fewer 
overseas  applications  for  pharmacy.  ■ 


choice  of  sample  members  being  made  at 
a  local  level,  perhaps  by  the  LPCs  or  from 
volunteers.  If  the  final  number  of  errors, 
related  to  the  number  of  scripts  dispensed 
during  the  month,  were  extrapolated  to 
cover  the  gross  number  of  scripts 
dispensed  by  doctors,  our  documented 
evidence,  backed  by  the  possibility  — 
indeed  the  certainty  —  of  national 
publication,  would  force  changes  of  the 
sort  needed  to  protect  patients  within 
months. 

If  we  are  going  to  do  anything,  let's  do 
it  properly. 


Screwed  up? 


Concerned  for  over  a  year  at  the 
reluctance  of  the  doctors  to  put  up  their 
money  for  the  compensation  fund  which 
was  agreed  by  Clothier,  I  certainly 
expected  to  see  the  breakdown  of  the 
standstill,  and  the  eruption  of  near  war 
between  the  professions  in  some  areas. 

With  some  relief,  then,  we  must 
welcome  the  confidence  of  Dr  John 
Lewis,  chairman  of  the  rural  practice 
group  of  the  General  Medical  Services 
Committee,  who  suggests  that  it  is  now 
only  a  matter  of  "screwing  the  nuts  and 
bolts  together"  after  approval  is  given  at 
the  LMC  conference,  June  22-23. 1  just 
hope  he  doesn't  get  torqued  down! 


Super? 


For  the  past  three  months  we  have  had 
our  district  swamped  with  mail  order 
envelopes  offering  super-size  prints, 
"from  your  film,  at  no  extra  charge, 
AND  a  free  Kodak  film".  Not 
unnaturally  I  saw  a  drop  in  the  amount  of 
D&P  I  was  handling,  despite  a  tight  price, 
quick  turnround  and  supporting  services. 

I  don't  mind  admitting  I  wasn't 
happy.  However,  some  of  the  drop  was 
due  to  a  tightening  of  money  —  people 
were  taking  fewer  pictures  than  last  year? 
But  whatever  the  facts  I  have  had  a  return 
of  my  errant  customers  for  the  oddest  of 
all  reasons.  The  new  super  size  is  too  big. 
It  won't  fit  in  their  albums.  Marvellous.  ■ 


Deaths 


Benbow.  Suddenly,  on  \pril  12  at 
Llanelli,  Mr  David  Stai  ;y  Benbow, 
MPS,  of  91  Queen  Victoria  Road, 
Llanelli.  For  more  than  thirty  years 
proprietor  of  New  Dock  Pharmacy, 
Llanelli,  Mr  Benbow,  who  qualified  in 
1943,  had  retired  from  business  in 
December  last  year.  He  leaves  a  widow 
and  two  sons. 
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One  of  the  problems  of 
superstore  distribution  is  that 
non-food  merchandise,  which 
accounts  for  a  large  proportion 
of  turnover,  can't  be  distributed 
like  food  products.  Food  sup- 
pliers have  their  own  national 
distribution  systems;  they  can 
deliver  direct  It  would  be  logis- 
tically  impossible  to  arrange 
direct  deliveries  of  the  huge 
range  of  general  merchandise 
sold  in  a  superstore. 

A  centrally  organised 
system  is  essential. 


The  Mainstop  concept 

In  1978,  the  International 
Stores  Group  decided  to  place  some 
of  its  superstores  under  a  separate 
company  management  and  give 
them  a  separate  identity.  The  new 
company  evolved  as  Mainstop. 
The  distinction  between  Mainstop 
stores  and  others  in  the  Group  are 
their  emphasis  on  retailing  non- 
foods  and  fresh  foods  and  the 
provision  of  on-site  parking  to 
maximise  each  store's  local 
customer  catchment  area. 


The  problem 

Food  products  could  be  del- 
ivered direct  from  suppliers  as  in 
the  past.  But  what  about  the  ever- 
changing  ranges  of  textiles,  clothing, 
implements,  toys,  games,  utensils, 
footwear,  electrical  goods  and 
much  else  for  which  no  regular 
High  Street,  delivery  system  existed? 

Since  all  these  non-food  lines 
of  merchandise  were  to  form  a 
major  proportion  of  total  turnover, 
it  was  necessary  to  provide  one. 

Why  Mainstop  chose 
National  Carriers. 

The  company  wanted 'an  effici- 
ent, simple  transport  system'  with- 
out the  trouble  and  capital  cost  of 
setting  up  and  operating  a  fleet  of 
its  own. 

In  1978  Mainstop  held  discus- 
sions with  National  Carriers  and 
other  contractors  about  a  contract 
distribution  service  to  operate  from 
a  new  warehouse  acquired  by 
Mainstop  in  Northampton. 


National  Carriers'  proposal 
were  accepted  as  being  bes 
suited  to  the  company's  needs.  Thi 
warehouse  was  selected  in  Octobe 
1978.  The  stock  was  moved  ii 
during  January  1979-  The  followinj 
month  the  wheels  began  to  roll. 


Mainstop's  newest  store,  in  Redruth, ConS 

The  size  of  the  problem. 

There  are  22  Mainstop  supei 
stores  located  between  Southpon 
Redruth,  Darlington  and  Folkston* 
Each  has  to  have  one  delivery  pe 
week  on  a  fixed  day  and  time  of  da^ 
Owing  to  seasonal  factors  th 
volume  of  goods  in  transit  migh 
vary  from  time  to  time. 

How  the  contract  operate* 

National  Carriers  first  bough 
seven  existing  International  Store 
Group  40ft  box  container  unit 
These  vehicles,  plus  others  supplia 
as  required  by  National  Carriers  t 
meet  seasonal  peaks,  are  loaded  oi 
the  basis  of  orders  received  from  th 
outlets  and  also  with  Head  Offic 
allocations  of  first-time  goods  fo 


FLEETCARE 


PARCELS 


RETAIL 


K  f\  I  \f  u 


Vlainstop  superstates 


lich  no  average  demand  has  been 
ablished. 

The  vehicles  then  set  out  on 
irneys  timed  to  make  2  or  3 
liveries  in  the  course  of  a  day.  By 
i  time  the  vehicles  return  to  base, 
i  next  loads  are  made  up  ready 
o  go.  It's  what  Mainstop  asked  for 
_^  -anefficient,simpletrans- 
•    port  system! 


1.  No  capital  investment  in 
vehicles  required. 

2.  No  Transport  Management 
required. 

3.  No  problems  concerning 
relief  drivers. 

4.  In  the  event  of  a  breakdown, 
a  substitute  vehicle  is  provided, 
night  or  day,  so  as  not  to  inter- 
rupt the  distribution  pattern. 

5.  Secure  overnight  parking. 

6.  Extra  capacity  is  provided 
when  required. 


din  August  1981  with  32,000  sq.ft.  of  selling  space. 


These  advantages  are  com- 
mon to  all  National  Carriers' 
contracts,  and  there  may  be  others 
that  are  specific  to  some.  Perhaps 
what  contracted  distribution  gives 
the  customer,  can  best  be  wrapped 
up  in  three  words  -  peace  of  mind. 
Freedom  from  all  the  niggling  wor- 
ries and  administrative  problems 
that  go  with  transport  management . 
It  becomes  possible  to  wave  the 
goods  goodbye  at  the  despatch  bay, 
knowing  that  whatever  occurs 
between  departure  and  arrival  is 
the  concern  of  people  whose  only 
concern  is  to  fulfil  the  contract. 
There  comes  a  point  at  which  dis- 
tribution is  best  handed  over,  in  its 
entirety  to  professionals  in  this 
specialist  field. 

Professional  Power 
in  Distribution. 


te  advantages. 

Mainstop  is  a  large,  expanding 
siness.  Its  current  annual  turn- 
er is  about  £200  million.  It 
iploys  3,500  staff  but  no-one  sits 
a  Transport  Office  dealing  with 
)blems  of  fleet  management, 
tional  Carriers  takes  care  of  every- 
ng.  So  the  advantages  to  Mainstop 
:his  arrangement  can  be  summed 
like  this: 


'We  are  more  than  pleased' 

-Richard Pym,  Finance  Director 


NATIONAL 
CARRIERS 


I    Please  return  this  coupon  for  your  copy  of  National  Carriers'  Distribution  i 
Pack,  containing  comprehensive  information  on  all  aspects  of  National 
Carriers  Contract  Services. 
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Company: 
Address:  _ 


Postcode: 


Telephone  No: 
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Brian  Templar,  Group  Marketing  Manager,  National  Carriers  Contract  Services,  — 
j     FREEPOST  (no  stamp  required)The  Merton  Centre,  45  St .  Peter's  Street, Bedford  MK40  2PR.  g  j 
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COUNTERPOINTS 


Six  beauty  appliances  from 
Clairol,  including  a  Foot  Spa 


Clairol  Appliances  are  launching  six  new 
products  into  the  beauty  appliances 
market  "designed  to  fulfil  clear  market 
needs."  They  include  a  new  product 
concept  —  the  Clairol  Foot  Spa  (£29.95). 
This  is  for  use  at  home  to  quickly  refresh 
tired,  sore  feet. 

The  Foot  Spa  can  be  used  three  ways 
—  dry  massage,  heated  water  and 
massage,  heated  water  only  —  and  is  said 
to  give  an  invigorating  massage  with  or 
without  water.  A  thermostatically 
controlled  heating  system  continuously 
maintains  the  water  temperature.  Features 
include  foot  shaped  arch  rests,  two  foot 
pads  which  vibrate  away  tiredness,  a  cord 
compartment  and  easy-to-grip 
compartment. 

It  is  being  launched  initially  in  the 
Southern  television  area  only  and  support 
includes  a  new  television  commercial, 
local  Press  advertising  and  a  series  of  in- 
store  demonstrations.  The  other  five 
products  are  the  Clairol  Powerstyler 
(£9.95)  —  a  roundstyler  with  brush  and 
comb  attachments,  two  heat  speed 
settings  (900w/450w)  and  a  swivel  cord.  It 
has  a  beige  finish.  The  Compact  turbo 
dryer  available  in  June  (£8.95),  in 
terracotta  and  black,  has  a  1200  watt 
output  with  a  two  speed  /  heat  setting  and 
snap-on  blow  nozzle  and  there  is  the 
Clairol  travel  plug  (£2.99)  which  can  be 
used  in  over  40  countries. 

The  Clairol  Caresetter  (£19.95)  is 
described  as  a  totally  new  concept  in 


heater  rollers  .vith  no  hard  prongs  to  tear 
or  damage  the  hair.  A  set  of  20  flocked 
rollers  (6  jumbo,  10  large  and  4  small)  are 
supplied  and  the  container  includes  a  clip 
storage  compartment.  The  new  "velvet- 
soft"  durable  surface  is  gentle  to  the  hair 
and  scalp  and  does  not  tear,  tangle  or  pull 
the  hair,  says  the  company. 

Finally  there  is  the  Clairol  Hot  Afro 
Comb  (£6.95)  which  "combs,  lifts  and 
relaxes  afro  hair,"  detangling  it  and 
adding  fullness  and  body.  Each  heated 
prong  is  guarded  by  cool  combs  to  protect 
the  scalp  from  direct  contact  with  the 
controlled  heat.  It  will  be  available  from 
September.  The  other  products  unless 
otherwise  stated  are  available  now. 
Advertising  will  run  throughout  the  year 
and  not  just  pre-Christmas.  Bristol-Myers 
Co  Ltd,  Stamford  House,  Staton  Road, 
Langley,  Berks  SL3  6EB.  ■ 


Lentheric  fragrance 
sampling  sets 

During  May  and  June,  Lentheric  are 
offering  consumers  the  chance  to  try  six 
of  their  fragrances  for  £0.75.  A 
promotional  sampler  set,  containing 
samples  of  Tweed,  Panache,  Tramp,  Elle, 
Just  Musk  and  Mystique  will  be  available. 

Each  set  will  also  contain  a  "75p  off 
voucher,"  which  provides  consumers  with 
the  opportunity  to  get  their  money  back, 
when  they  purchase  any  Lentheric 
fragrance  product,  of  their  choice,  with  a 
retail  price  of  £2.50  or  more. 

The  promotion  will  be  featured  in  a 
national  television  campaign,  during  May 
and  the  vouchers  can  be  redeemed  at 
Lentheric  stockists,  until  December  31. 
Lentheric  Ltd,  Vale  Road,  Camberley, 
Surrey.  ■ 


Peppermint  breath 
freshener  spray 

Another  product  has  been  added  to  the 
Denivit  oral  hygiene  range  —  breath 
freshener  spray. 

Flavoured  with  peppermint,  the  spray 
also  contains  an  antiseptic.  It  is  powered 
by  a  pump  action  and  is  not  an  aerosol. 
Each  slim-line  spray  contains  9g  and 
retails  for  £0.99.  Packaging  is  on  blister 
cards  with  12  to  a  box.  Distributors  are 
Ernest  Jackson  &  Co  Ltd,  High  Street, 
Credit  on,  Devon  EX173AP.  ■ 


PRESCRIPTION 
SPECIALITIES 


years  in  hospitals,  the  manufacturer  says, 
and  can  replace  white  open-wove, 
conforming  or  crepe  bandage.  It  is  a  soft, 
white  bandage  made  from  crimped  nylon 
and  viscose.  Stretched  length  is  4.5m  with 
four  widths  available:  5cm,  7.5cm,  10cm 
and  15cm.  It  is  prescribable  immediately. 
Cuxson  Gerrard  &  Co  (Dressings)  Ltd,  26 
Fountain  Lane,  Oldbury,  Warley.  ■ 


Pneumovax  vaccine 
available  again 

Following  a  change  in  the  production 
method  for  Pneumovax  (Pneumococcal 
vaccine,  polyvalent)  normal  stocks  of  the 
vaccine  are  now  freely  available  once 
more.  The  new  production  method  utilises 
a  different  growth  medium  which 
precludes  the  possibility  of  trace 
contamination  from  blood  reacting 
substances.  Thomas  Morson 
Pharmaceuticals,  Hoddesdon,  Herts.  ■ 


Specific  antibiotic 
for  Pseudomonas 

Ciba  Laboratories  are  introducing 
cefsulodin,  a  semi-synthetic 
cephalosporin  with  a  specific  action 
against  Pseudomonas  aeruginosa.  The 
trade  name  is  Monaspor  and  it  is 
administered  by  intramuscular  or 
intravenous  injection.  Further  details  next 
week .  Ciba  Laboratories,  Horsham,  West 
Sussex  RH 12  4AB.M 


Erythroped  orders 


Minimum  order  quantities  for  Erythroped 
and  Erythroped  PI  will  change  to 
12  x  100ml  bottles  from  June  1 . 
Erythroped  forte  will  remain  unchanged 
at  a  minimum  order  quantity  of  6  x  100ml 
bottles.  Abbott  Laboratories  Ltd, 
Queenborough,  Kent  MEll  5EL.  ■ 


Monotrim  packs 


Duphar  Laboratories  are  adding  a  500 
pack  of  200mg  Monotrim  tablets 
(trimethoprim)  to  their  existing  range. 
Trade  price  is  £36.81 .  Duphar 
Laboratories  Ltd,  Gaters  Hill,  West  End, 
Southampton  S03  3JD.  m 


Slinky  onFPIO 


A  new  category  of  bandage  has  been 
added  to  part  VI  of  the  Drug  Tariff.  This 
is  nylon  and  viscose  stretch  bandage  and 
Slinky  by  Cuxson  Gerrard  conforms  with 
this  description. 

The  bandage  has  been  used  for  several 
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Unican's  £  Vim  says 
'Brew  it  yourselves' 

Unican  is  to  spend  a  minimum  of 
£500,000  on  advertising  this  year.  This 
includes  a  television  campaign  breaking  in 
July  and  covering  London,  Midlands  and 
the  "Southern  half  of  England."  The 
company  is  to  relaunch  its  range  of  beer 
kits  in  June  with  a  radically  redesigned 
label. 

Unican's  Harlech  campaign  increased 
business  by  around  60  per  cent,  twice  the 
industry  average,  says  Keith  Hockings, 
deputy  managing  director. 

"Nothing  we  see  happening  in  the 
market  suggests  that  1982  should  be  any 
different.  We  believe  that  sales  of  home 
brew  beer  and  wine  kits  will  continue  to 
rise  more  quickly  than  almost  any  other 
food  or  drink  category,  and  confidently 
expect  the  total  market  to  top  £50m  by  the 
end  of  this  year." 

The  spearhead  of  Unican's  1981 
campaign  was  its  range  of  Special  Reserve 
wine  kits  launched  in  March. 
Traditionally  Boots  leads  the  home  brew 
market  with  Woolworths  having  the  next 
largest  share  say  Unican.  Now  grocery 
multiples  like  Asda  and  Sainsbury,  and 
DIY  chains  like  W.H.  Smith  Do-It-Ail 
and  Dodge  City  are  giving  Unican 


increasing  distribution. 

Keith  Holmes  says:  "Despite  this, 
traditional  outlets  are  not  losing  out  and 
this  is  one  of  the  things  which  has 
encouraged  us  to  put  together  a  more 
progressive  promotional  package  than  has 
ever  been  attempted  before  in  this  market. 

"Previously  when  the  major  grocery 
multiples  have  moved  into  new  areas 
smaller  retailers  have  lost  business  to 
them,  but  the  expansion  rate  in  home 
brew  seems  to  be  great  enough  to 
accommodate  everyone  without  anyone 
getting  hurt." 

The  Unican  commercial  will  feature  a 
zany  French  wine  expert  who  confused  a 
glass  of  Unican  Special  Reserve  with 
something  bottled  in  a  continental 
chateau.  This  will  be  followed  in  the 
Autumn  by  a  major  on-pack  promotion  in 
support  of  Unican's  beer  range.  Unican 
Foods  Ltd,  Unican  House,  Central 
Trading  Estate,  Bath  Road,  Bristol  BS4 
3EH.M 


From  Conga  to 
Hokey  Kokey 

Following  the  success  of  the  catchy 
"Conga"  advertising  campaign  to 
promote  Paddi  Cosifits,  Robinsons  of 
Chesterfield  are  now  changing  step. 

The  new  commercial  features  babies  in 
Cosifits  performing  the  "Hokey  kokey" 
—  complete  with  legs  "in  and  out  and 
shaken  all  about"  to  promote  the  leak- 
proof  qualities  of  the  elasticated  legs. 

The  all-in-one  disposable  nappy 
market  proved  to  be  the  fastest  growing 
retail  market  in  the  UK  last  year  with 
volume  sales  increasing  by  66  per  cent. 
The  television  campaign  will  run 
nationally  throughout  the  year. 
Robinsons  of  Chesterfield,  Wheat  Bridge 
Mills,  Chesterfield,  Derbyshire.  ■ 


Addis  to  distribute 
Flicker 

Addis  have  acquired  sole  distribution  in 
the  UK  of  Flicker  ladies'  shaver.  It  will  be 
supplied  in  dozens,  complete  with  a 
counter  display  unit  says  the  company. 
Addis  Ltd,  Ware  Road,  Hertford.  ■ 


A  free  triple  trial  size  pack  of  Perlier  skin 
care  products  is  the  Spring  offer  from 
Optrex.  A  merchandiser  contains  up  to  a 
dozen  packs  which  are  free  with  every 
purchase  of  a  full  sized  Perlier  natural 
recipe  product.  The  triple  pack  contains 
trial  sizes  of  Perlier  honey  moisturising 
cream,  nourishing  cream  and  cleansing 
milk,  which  would  normally  retail  at  £0.25 
each.  Optrex  Ltd,  Optrex  House,  Jays 
Close,  Basingstoke 
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A  Marathon  feat 
for  Bovril 

Bovril  will  again  by  heavily  supported 
during  the  London  Marathon  and  the 
company  estimates  between  20,000  and 
30,000  cups  of  Bovril  will  be  served  to 
those  runners  who  complete  the  gruelling 
26  mile  course.  Participants  suffering 
from  exhaustion,  loss  of  body  heat  and 
dehydration  will  be  wrapped  in  Bovril 
thermal  blankets  and  the  first  100  runners 
to  cross  the  finishing  line  will  receive  a 
commemorative  china  Bovril  mug  from 
the  "pearly  king  and  queen."  Along  the 
route  promotion  girls  will  distribute  4,000 
Bovril  hats  and  4,000  flags.  In  all,  three 
million  spectators  are  expected  to  line  the 
route.  Bovril  Ltd,  Southby  Road,  Enfield, 
Middlesex  EN  1  lYP.m 

Hair  remover  strips 
for  the  face 

Beauty  Basics  have  added  Daen  facial  hair 
remover  strips  to  their  range.  Each  pack 
holds  6  double  sided  strips  (6g,  £1 .75) 
which  are  not  as  sticky  as  the  existing 
strips  and  consequently  more  suitable  for 
use  on  the  face  and  other  sensitive  areas. 
Beauty  Basics  Ltd,  Unit  D,  51  Calthorpe 
Street,  London  WC1X0HH.  m 

ON  TV 
NEXT  WEEK 
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Airbal:  Ln 

Anadin:                  _  All  areas 

Braun  micron  de  luxe:  All  areas 

Camay:  All  areas 

Crunch  n'  Slim:  Lc,G 

Dixcel  Checks:  All  areas 

Germolene  ointment:  All  except  A 

Japps  health  salt:  Sc 

Lentheric  perfumes:  All  areas 

Limara  range:  All  areas 

Maybelline  Dial-a-lash  All  areas 

Nailoid:  M 

Oil  of  Ulay  All  except  E,CI 

Paddi  Cosifits:  All  areas 

Pampers:  All  except  Ln 

Peaudouce  babyslips:  All  areas 

Polaroid  Sun  cameras:  All  areas 

Profile  slimmers  meal  replacement:  A 
Scholl  Air  Pillo  insoles: 

All  except  Ln,We,E,CI 
Sensodyne  toothbrushes:  All  except  So,U,E,CI 

Sweetex:  All  areas 
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Bergasol  —  total  sun 
block  added  to  range 

Bergasol  are  introducing  a  total  sun  block 
(10ml  tube,  £1 .20)  for  use  on  vulnerable 
areas  such  as  the  nose,  lips  and  nipples. 
The  formulation  is  well  absorbed  into  the 
skin,  says  the  company,  leaving  only  an 
attractive  faint  white  sheen  on  the  surface. 

The  company  has  also  announced 
details  of  its  £500,000  advertising 
campaign  which  breaks  in  early  May. 

The  "Two  Girls"  campaign  will  again 
run  in  double  colour  page  spreads  in 
leading  women's  magazines  throughout 
the  Summer  and  500  key  poster  sites  will 
be  used.  New  photography  and  copy  lines 
will  be  featured.  Chefaro  Proprietaries 
Ltd,  Crown  House,  London  Road, 
Morden,  Surrey.  ■ 

Pharmagen  take  on 
more  health  foods 

Following  the  recent  announcement  that 
Pharmagen  will  be  distributing  HC  Bran 
products  from  June  1 ,  they  are  adding 
another  range  of  health  foods  to  the  list  — 
Country  Basket  biscuits  and  3  Pauly 
diabetic  biscuits.  These  brands,  by 
Newform  Foods  Ltd,  are  already  popular 
in  selected  outlets  and  Pharmagen's  role  is 
to  develop  distribution  nationally  in 
chemists. 

The  launch  this  month  will  be  backed 
by  special  deals  to  wholesalers  and 
retailers  with  an  assistants'  competition 
for  6  unisex  folding  bicycles.  Pharmagen 
Ltd,  West  Lane,  Runcorn,  Ches.  WA7 
2PE.M 
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Vestric  May  offers      Sadra  from  Henna 


In  line  with  the  Elida  Gibbs  £1 .2  million 
television  campaign  for  the  new  Vivas 
body  spray,  Vestric  are  featuring  the 
product  in  their  special  promotions  for 
May.  A  display  tray  containing  a  dozen  of 
each  of  four  fragrances  will  be  available  at 
special  discount  price  (£33.50)  and  six  free 
cans  will  be  given  with  each  tray. 

Other  special  offers  featured  in 
Vestric's  national  promotions  for  May  are 
Ultrabrite,  Lil-lets,  Sunsilk,  Head  and 
Shoulders,  Pampers  and  Kotex 
Simplicity.  As  in  the  case  of  all  the  other 
promoted  products  special  terms  are 
available  to  Vantage  members. 

The  Vestric  national  promotion's 
publication  for  May,  which  includes  four 
pages  in  full  colour,  also  features  the  new 
own-label  packed  goods  range  from 
Vestric  and  the  Vantage  own-label  range 
whose  sales  are  expected  to  reach  £1 
million  this  year.  Vestric  Ltd,  West  Lane, 
Runcorn,  Cheshire  WA72PE.  ■ 


Presented  by 
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Henna  Hair  Health  are  introducing  a 
range  of  natural  hair  products  called 
Sadra.  Based  on  the  leaves  of  the  Sadr  tree 
there  is  a  Sadra  treatment  powder  (50g, 
£1.25),  a  natural  treatment  shampoo 
(190ml,  £1.20)  and  a  vegetable  clear 
conditioning  rinse  (190ml,  £1 .25).  Henna 
Hair  Health  Ltd,  Classic  House,  174  Old 
Street,  London  EC1V9BP.  U 

Freflo  bonus 

Lewis  Woolf  Griptight  are  running  a 
consumer  offer  on  their  Freflo  bottles 
during  May.  Packs  will  be  flashed  "two 
extra  free  teats  in  this  pack",  which  is  50 
per  cent  added  value  to  the  consumer.  The 
sell-in  has  already  commenced  and  will 
continue  throughout  May.  Lewis  Woolf 
Griptight  Ltd,  144  Oakfield  Road,  Selly 
Oak,  Birmingham  B29  7EE.  m 

Wet  Ones  festival 
van  for  anglers 

The  National  Federation  of  Sea  Anglers 
was  presented  with  a  mobile  festival 
headquarters  this  week  by  Sterling 
Health,  manufacturers  of  Wet  Ones.  The 
Minister  of  Sport,  Mr  Neil  Macfarlane 
accepted  the  headquarters  on  behalf  of 
the  NFSA  this  week.  It  will  be  used  as  an 
official  registration  point  at  angling 
festivals  around  the  country  commencing 
with  Wessex.  Once  on  location  the 
headquarters  will  also  be  used  to  sample 
Wet  Ones  to  both  participants  and  public 
at  the  festivals.  Money  off  coupons  will  be 
handed  out  to  competitors  and  Wet  Ones 
/  NFSA  tee  shirts  will  be  given  out  as 
prizes.  Sterling  Health,  Sterling  Winthrop 
House,  Surbiton,  Surrey  KT6  4 PH.  ■ 

Mr  David  Bysouth  (left),  managing 
director,  Sterling  Health,  presents  the  van 
to  the  Rt  Hon  Neil  Macfarlane,  Minister  for 
Sport 


810 


Chemist  &  Druggist  1  May  1982 


.  Vlaybelline  bring  you 

a  great  star 
to  bring  you  a  great 

product. 


Lynda  Carter  introduces  Dial-a-Lash  to  the  UK. 
National  TV  advertising  commencing  May  3rd. 

Extensive  national  press  campaign  in  major 
womeris  magazines. 

Dial-a-Lash.  the  unique,  adjustable  mascara. 

m  Can  you  afford 
£  to  be  without  it? 

iVteybelline 


CD 


For  further  information  contact: 
Jack  Sims,  Sales  Director,  Plough  (UK)  Ltd.,  1-19  Penarth  Street,  London  S.E.  1 5.  Tel:  6394363 


)  Schering-Plough  Corp.  1982.  ®  Registered  trademark  Schering-Plough  Corp. 


We  thought  you  might  look  at  this.  In  fact  we  think 
everyone  will. 

Which  means  11  million  women  are  going  to  see 
it  3  or  4  times  each. 

That's  a  lot  of  people  (given  that  it  just  might  catch 
the  odd  man's  eye  as  well)  who  are  going  to  know  that 
there's  now  a  whole  bathroom  range  with  that  special 
softness  associated  only  with  Nivea. 

Soap  (plus  new  perfume)  and  Talc  have  been 
given  stylish  new  packs,  while  Foam  Bath  and  Shower 
Gel  are  brand  new  additions. 

Given  that  Nivea  Creme  and  Lotion  are  market 
leaders,  this  new  bathroom  range  could  help  you  really 


A  Smith  O  Nephew  product 
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Right  angle 
toothbrush 
from  Oral-B 

After  more  than  a  decade  Cooper  Health 
are  extending  their  Oral-B  range  with  the 
addition  of  a  right  angle  toothbrush. 

The  development  brings  together  the 
dentally  recommended  head,  already 
found  on  Oral-B  brushes,  with  a  handle 
specially  designed  to  give  even  better 
access  to  the  mouth,  the  company  says. 
For  many  people  the  current  brushes  are 
perfectly  adequate,  they  claim,  but  others 
will  find  the  new  brush  makes  it  easier  to 
reach  difficult  areas,  particularly  behind 
the  back  teeth  and  the  inner  surfaces  of 
the  front  ones.  The  handle  has  been 
deliberately  contoured  so  it  is  held  in  the 
correct  position  with  a  resting  point  to 
avoid  slipping  in  use. 

Cooper  Health  says  the  new  brush  was 
developed  after  extensive  research  among 
consumers  and  the  dental  profession. 
Recent  research  has  also  shown  that  70 
per  cent  of  Oral-B  purchasers  were 
originally  recommended  one  by  their 
dentist  and  that  83  per  cent  of  users  would 
definitely  buy  the  brand  again.  Since  the 
brand  was  launched  in  1971,  as  the  first 
dentally-approved  toothbrush,  the 
"professional"  brush  sector  has  grown  to 
one-third  of  a  £23m  UK  market,  they  say, 
with  Oral-B  holding  a  50  per  cent  share. 

A  not  so  sweet 
market? 

Artificial  sweeteners  have  never  become  a 
substantial  market,  according  to  Mintel, 
despite  frequent  health  warnings  about 
sugar. 

In  its  latest  report  on  sugar  and 
artificial  sweeteners,  Mintel  estimates  a 
drop  in  the  in-home  consumption  of  sugar 
at  10.8oz  per  person  per  week,  compared 
with  1 1 .2oz  for  1980.  But  there  has  been 
no  dramatic  switch  to  artificial  sweeteners 
and  they  think  the  £1 3m  market  is  already 
overcrowded  with  companies  and  brands. 
At  least  £2m  is  spent  on  promotion  but 
heavyweight  advertising  has  done  little  to 
promote  market  growth  which  suggests 
that  the  products  do  not  appeal  to  most 
consumers. 

One  of  the  main  problems  from  the 
consumer's  viewpoint  is  the  difficulty  in 
emulating  sugar's  physical  form,  Mintel 
say.  However,  particular  interest  is  being 
focused  on  CD.  Searle's  aspartame 
sweetener,  now  being  test  marketed  in  the 
USA  under  the  brand  name  "Equal". 
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They  believe  the  professional  sector  will 
expand  further  and  that  pharmacists  have 
a  good  opportunity  to  benefit  from  these 
premium  priced  products. 

Major  advertising  is  being  used  to 
back  the  company's  belief  in  the  brush 
with  the  "largest  ever  consumer 
campaign"  for  a  new  toothbrush.  A  four- 
week  burst  on  London  television  breaks 
on  June  14  together  with  a  national  Press 
campaign  using  leading  women's 
magazines. 

The  brushes  come  in  four  colours  and 
retail  for  £0.78.  A  merchandiser  holding 
six  dozen  will  be  available.  Cooper  Health 
Products  Ltd,  Gatehouse  Road, 
Aylesbury,  Bucks  HP19  8ED.  ■ 


This  is  a  sprinkle-on  product  with  one 
eighth  of  the  calories  of  sugar.  The  Food 
Additives  and  Contaminants  Committee 
recently  recommended  that  aspartame 
should  be  allowed  in  the  UK.  If  it  is  a 
success  in  America,  can  its  arrival  here  be 
far  behind,  concludes  the  report. 
Mintel  reports  are  available  at  £40 per 
month,  £240 per  annum,  from  20 
Buckingham  Street,  Strand,  London 
WC2  6EE.  m 

Seasonal  advertising 
for  Joy-rides 

Joy-rides  will  be  heavily  advertised  with  a 
national  campaign  in  women's  magazines 
throughout  the  peak  holiday  season, 
June-August  and  on  Capital  Radio  for  4 
weeks.  The  Press  campaign  will  continue 
to  feature  membership  to  children  of  the 
Joy-rides  travellers'  club.  Joy-Rides  are 
on  bonus  until  July  31,  further  details  are 
available  from  Stafford-Miller 
representatives,  Stafford-Miller  Ltd,  32 
The  Common,  Hatfield,  Herts  ALIO 
ONZ.m 


Maws  coupons 


Maws  babycare  are  running  a  two  month 
consumer  promotion  starting  in  May  in 
the  form  of  a  coupon  booklet  with  a  total 
retail  value  of  £2.50.  Called  "Shopping 
Basket"  the  booklet  will  be  carried  inside 
the  Maws  sterilizing  and  feeding  set.  The 
Maws  Simpla  glass  and  polycarbonate 
feeding  bottles  will  have  details  flashed 
on-pack  inviting  the  consumer  to  write  in. 
The  booklet  carries  money-off  vouchers 
on  12  different  babycare  products 
including  those  of  other  manufacturers. 
Each  voucher  is  valid  until  February  1983. 
Ashe  Laboratories  Ltd,  Kingston  Road, 
Leatherhead,  Surrey.  ■ 


Bags  of  support 


In  addition  to  the  "Sandy"  carrier  bags 
that  Independent  Chemists  Marketing  Ltd 
are  offering  to  their  Scottish  World  Cup 
supporters,  the  England  mascot  "Bulldog 
Bobby"  plastic  carrier  bags  are  also  now 
available.  The  souvenir  carrier  bags  sell  at 
lOp  each.  (The  price  per  member  pack  of 
500  is  £25  and  for  1 ,000  £50).  Independent 
Chemists  Marketing  Ltd,  51  Boreham 
Road,  Warminster,  Wilts.  ■ 


Unichem  TV  success 


Unichem  members  sold  more  than 
200,000  packs  of  own-brand  All-in-One 
nappies  during  the  first  three  months  of 
this  year.  This  is  an  1 10  per  cent  increase 
on  sales  for  the  same  period  of  1981  and  is 
directly  attributable  to  the  television 
advertising  campaign  says  the  company. 
Sales  are  also  up  by  more  than  70  per  cent 
for  the  rest  of  the  baby  range  they  say. 
Unichem  Ltd,  Crown  House,  Morden, 
Surrey.  ■ 
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In  March  (Vaotace  )  was 
behind  a  lot  of  interesting 

news  stories. 


March  was  quite  a  hectic 
month  for  news  stories 
both  good  and  bad,  but  one  I 
message  came  over  loud 
and  clear  in  three  national 
newspapers .  .  . 


.  ,  Right  onprice, 
right  onyour  doorstep 

— ^^^m.  '     JL 


Value  for  the  family 


jliiim—iii 


^^^^^^^ 


11 


IP 


IP 


STARTING  IN  APRIL  WE'LL  BE  SUPPORTING  YOU  EVEN  MORE 

Whatever  the  news  in  April,  May  and  June,  we'll  still  be  promoting  exactly  the  same 
message  to  consumers  throughout  the  U.  K.  The  only  difference  is  we'll  be  spreading  our 
message  even  further  in  five  national  papers  instead  of  three.  Giving  Vantage  chemists 
everywhere  the  opportunity  to  enjoy  maximum  sales  throughout  the  potentially  profitable 
spring  season.  So  make  sure  you  use  your  Vantage  P.  0.  S.  material  to  its  best  advantage. 


feflTACE 

CHEMIST" 


Vestric 


'  If  you  require  further  information  on  Vestric  or  our 

I Vantage  scheme,  please  complete  the  coupon  and  return 
to  the  Marketing  Manager. 

I  Name  


The  Marketing  Manager, 
Vestric  Limited. 
West  Lane,  Runcorn, 
Cheshire,  WA7  2PE. 


Address. 


Telephone. 


Now  from  Ora  l - 
the  first  angled 
brush  with  a  head 


for  busine 


Right  Angle  may  not  be  the  first 
angled  brush  on  the  market,  but  coming 
rom  Oral-B,  italreadyhasa  head  start  over 
Is  rivals. 

LOOK  AT  THE  FACTS. 

/The  toothbrush  market  is  currently 
worth  £23  million.  It  is  lucrative,fast  grow- 
ing, and  still  predominantly  pharmacy 
based. 

/ Oral-B's  market  shares  in  both  units  and 
value  continue  to  grow. 

/ Dral-B  pioneered  the  professional 
brush  seg  ment  wh  ich  now  accou  nts  for 
one  third  of  the  market. 

/ Professional  brushes  continue  to  grow 
at  almost  twice  the  rate  of  the  market, 
and  Oral-B  has  a  dominant  50%  share. 

/ Dral-B's  growth  comes  from  dental 
recommendation  -83%  of  consumers 
trying  Oral-B  remain  brand  loyal. 

Now,  with  the  introduction  of  Right 
Angle,  Oral-B  are  all  set  to  open  up  a  whole 
new  market  segment. 

THE  RIGHT  PRODUCT. 

The  Right  Angle  is  an  angled  brush 
that  can't  be  equalled  for  sheer  design. 

Most  importantly,  it  is  the  only  angled 
brush  with  the  plaque  fighting  head 
dentists  recommend-small,  with  flat  soft 
end-rounded  nylon  filaments. 

Right  Angle  is  angled  just  enough  to 
help  remove  decay-causing  plaque,  even 
from  the  most  awkward  areas  of  the 
mouth  and  is  contoured  for  a  more  com- 
fortable grip. 

In  the  United  States  (where  Oral-B  is 
market  leader)  angled  brushes  now 


account  for  almost  25%  of  the  total 
market.  Our  research  shows  similar  poten- 
tial in  the  U.K. 

We're  backing  Right  Angle  to  pioneer 
this  new  growth  market. 


ADVERTISING 
SPEND 

NATIONAL  EQUIVALENT 


£450,000. 


£450,000  NATIONAL  EQUIVALENT  SPEND. 

No  other  toothbrush  launch  has  ever 
enjoyed  this  level  of  support. 

/30-second  TV  commercials  in  the 
London  area  from  14th  June. 

>/Full-pagecolouradvertisements  in  lead- 
ing women's  interest  magazines. 

VFull  range  of  free  point  of  sale  material. 

Stock  the  Right  Angle  along  with  the 
rest  of  the  Oral-B  range  now.  We  believe 
it's  the  most  important  new  development 
in  the  toothbrush  market  for  years. 

It  won't  be  long  before  sales  prove  us 

mt  Riqht  Anqle 


Oral-B 


The  worlds  first  name  in  oral  care. 

COOPER  HEALTH  PRODUCTS  LIMITED,  GATEHOUSE  ROAD,  AYLESBURY,  BUCKS 
TEL:  (0296)  32601  TELEX:  837238 


EUROPEAN  COMMUNITY 


Ten  years  on  —  pharmacy 
put  into  perspective 

by  W.A.G.  Kneale,  FPS,  EEC  liaison  secretary,  National 
Pharmaceutical  Association 


Ten  years  ago  the  UK  became  a  member  of  the 
European  Community.  Although  the  world  has  become 
a  much  more  dangerous  place  since  then,  the  unity  of 
the  EEC  States  has  given  a  greater  strength  and 
influence  to  Europe.  But  there  are  those  who  think  the 
EEC  is  all  about  butter  and  wine  and  try  to  reduce  it  to 
the  level  of  food  prices  and  wine  quotas. 


A  continent  that  was  devastated  by  the 
worst  war  in  history  has  rebuilt  its 
economy.  Today  millions  of  children  find 
it  normal  to  travel,  visit  schools  in  each 
other's  countries  and  master  each  other's 
languages. 

Within  the  pharmaceutical  profession, 
we  are  no  longer  strangers  to  each  other. 


We  have  gained  an  extensive  knowledge 
of  European  pharmacy  and  its  workings. 
There  exists  today  a  network  of  personal 
contacts  and  friendships.  Debates  and 
discussions,  meetings  and  interviews, 
reports  and  articles,  studies  and  seminars 
have  all  contributed  to  this. 

As  members  of  the  EEC  Pharmacy 


Group  we  have  come  to  know  our  way 
around  the  various  institutions  and  bodies 
like  the  EEC  Commission,  the  European 
Parliament  and  the  influential  Economic 
and  Social  Committee.  We  know  the 
people  who  are  involved  in  operating  the 
framework  of  this  Europe  of  the  future. 

The  early  pharmaceutical  draft 
directives  were  an  expression  of  the 
idealism  of  the  six  Member  States  who 
founded  the  Common  Market.  They 
hoped  to  refashion  the  practice  of 
pharmacy  based  on  the  most  attractive 
elements  from  all  countries.  They  sought 
to  enhance  the  status  of  the  pharmacist. 
They  believed  he  should  be  free  to  move 
and  have  the  right  to  establish  his 
pharmacy  in  any  EEC  State. 


Rational  distribution? 


The  idea  that  the  public  would  be  better 
served  by  the  controlled  siting  and 
distribution  of  pharmacies  is  today  widely 
accepted.  This  happens  in  most  countries 
and  the  difficulties  in  the  others  are  not 
insurmountable.  Free  movement  of 
pharmacists  based  on  mutual  recognition 


"It  really  works  for  me" 

Mrs  Greenwood 


'It's  quick  and  effective" 

Mrs  Rose 


0  What  your  customers  are  saying  about  Anadin. 

The  memorable  TV  campaign  tells 
what  real  life  Anadin  users  think  about  the 
number  one  best-seller. 

Make  sure  you  stock  and  display  it. 
In  4's,  8's,  24's  and  the  new  12's  tin. 


Number 


The  No.1  Best 

Seller. 
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of  diplomas  will  soon  be  a  reality. 

Consumer  organisations  have  been 
critical  that  the  prices  of  medicines  vary 
from  country  to  country.  The  EEC 
pharmacy  group  has  looked  closely  at 
this.  There  is,  however,  no  basis  for  fixing 
prices  at  a  common  level.  Labour  costs 
are  different  in  each  country,  so  are  profit 
margins,  taxation  and  VAT.  Traditional 
standards  of  living  also  vary  greatly. 

The  lack  of  progress  towards  an 
institutionalised  Europe  has  been  healthy. 
We  have  moved  beyond  idealism  and  half- 
formed  dream.  We  have  come  to  respect 
each  other's  ways  of  doing  things.  We  are 
eliminating  the  temptation  to  legislate 
across  national  frontiers  for  a  common 
European  structure  when  that  has  been 
found  unnecessary. 

First  taste 

I  first  set  foot  in  a  European  pharmacy  in 
Italy  during  the  war.  Since  then  I  have 
been  able  to  visit  pharmacies  and  get  to 
know  the  pharmaceutical  organisations  in 
many  European  countries.  What  I  have 
seen  has  caught  my  imagination.  I  have 
spoken  about  it  at  branch  meetings  in  all 
parts  of  the  country.  I  had  the  honour  of 
being  invited  to  address  the  Centenary 
Congress  of  the  Irish  Pharmaceutical 
Society  in  Dublin. 

In  Brussels  I  have  regularly 
participated  in  whole-day  meetings  of 


working  parties  when  I  have  translated 
every  speech  into  German  or  vice  versa  for 
a  group  drawn  from  many  nations.  To  me 
this  is  all  part  of  the  new  Europe,  where 
you  feel  at  home  in  something  bigger  than 
a  national  framework  can  provide.  My 
experience  has  been  similar  to  that  of 
thousands  of  others. 

As  you  get  to  know  that  oft-maligned 
body  of  people  from  each  of  the  Member 
States  who  are  employed  by  the  EEC 
Commission,  you  cannot  but  admire 
them.  They  are  specialists  in  their  field. 
Most  show  a  dedication,  a  courtesy  and 
an  ability  to  work  hard  which  is  not 
universal  nowadays.  A  third  of  the  total 
staff  are  translators.  They  make  it 
possible  for  complicated  national 
viewpoints  to  be  presented  and 
understood.  A  British  Labour  Member  of 
the  European  Parliament  told  me  it  was 
much  easier  to  get  information  and  find 
out  what  was  happening  in  Europe  than  in 
Whitehall.  Many  may  be  surprised  by 
that,  but  I  would  wholeheartedly  agree. 

A  steady  process  of  integration  of 
people  is  taking  place.  We  have  come  to 
like  and  trust  people  we  did  not  know  and 
have  discovered  that  we  can  work 
together.  This  has  been  happening  at  all 
levels  in  Europe.  All  have  learned 
something  from  each  other. 

The  small  divisions  of  Europe  which 
once  seemed  insurmountable  begin  to 
seem  less  important.  Rome  was  not  built 


Typically  continental  professional  interior 
of  the  Pierre  Fabre  pharmacy  in  Castres, 
France.  Fabre's  pharmaceutical  company 
is  the  parent  of  Concept  Pharmaceuticals 
Ltd  (see  C&DJuly5,  1980) 

in  a  day.  The  Europe  of  tomorrow,  based 
on  the  Treaty  of  Rome,  will  also  take 
more  than  one  generation  to  build.  ■ 


Colodrul 

cream  or  lotion  W 


Caladryl  for  sunburn 

a  most  worthwhile  recommendation 

Caladryl  is  a  product  you  can  recommend  with  confidence  for  the 
pain  and  irritation  of  sunburn.  CaladryTs  unique  formulation  ensures 
soothing  relief  and  is  available  as  both  lotion  and  cream. 
An  effective  treatment  for  your  customers  and  a  profitable 
professional  product  for  the  Pharmacy. 

PARKE-DAVIS 

part  of  the  Warner-Lambert  Group, 
good  products  for  you  and  your  customers 


Active  Ingredients: 

Calamine  USP 

Diphenhydramine  Hydrochloride  BP 
Camphor  BP 

"Trade  mark  R 81 058 


Product  Licence  Holder 

Parke-Davis  and  Company. 
Usk  Road.Pontypool.Gwenl  NP4  OYH 
Further  information  and  data  sheets 
are  available  on  request 
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I^DYCARE 


'  THE  MENSTRUAL  CYCLE 


.  NUMBER  TWO 

md  mineral  supplement 

THE  MENOPAUSAL  STAGE 
OF  LIFE 


30 


HFALl'UCHAFn 


THE  PRODUCT 


The  Menstrual  Cyck 


,  •  >  - 


Ladycare.  Created  for 
the  different  times  of  your  life. 


AtHealtheiarrsv*s*aejtejijueryspeoaJ 
li sailed  Ladyxut 

And  it  v  been  cartluBy  lonruiaitd  Jo"  use 
dunng  [he  different  umc  ol  a  womarw  life 

And  a  ( riild  pljv  an  tmpon «  p an  m  yen  t 
health  eve  tnppamme 

An  adecfjate  arppty  of  vsamms  and  mm 
cfih  is  rundarnenial  10  (pod  health. 

So  unless  you  enjoy  a fxopcihejkhy  dret 
you  may  not  be  jjcning  all  (he  neteoary  MF 
amms  and  minerals  ytjur  body  needs 

Bur.  -i- it.  even  a  swell- planned  diet  may 

IV  .1,.  .       j-tmI.-.    islI  mineral)  i  in  iO 

easJy  be  denroyrd  or  ioa  «  (he  piotonpd 
ioolnnj:  i  oi  trig  arv)  procesing  ol  food 

So  supplemcras  can  be  your  safeguard. 
••■  [hey  tin  provide  a  guaranteed  supply  o/ 

provided  by  (he  food  you  ear 


The  Menopause. 


Hence  Ladycare 

HejkrKrafts  lady  rate  are  mu&ivitjrrim 
and  mineral  dietary  sipplcmcMS  specially 
desrgned  fa  different  i  um  cJ  yaa  Lie. 

They  ate  ne*  drup.  so  they  nuy  he  tilm 
Mlcry  without  Icar  n  jnv  side  effects. 

ln  alt  there  are  ihiee  Ladycare  products. 
aQfd  amply  Lath/tare  No.  I.NoJandNo..' 

Ladycaie  No. !  has  been  carefully  formu 
lared  lot  use  durmgthe  merrn  rual  cydelVrtamin 
and  rrtnctal  losses  most  notably  iron  during 
rnm^niaiioncanrjeramderablcJ 

Ladycate  No  2  olhe  supplement  den^icd 
for  uk  duiingthe  menopause. 

And  Ladyare  No  '  his  been  deseloped 
Iiji  wc-men  wcl  W 

So  remember  Ladycaic  and  loot  after 


Ladycare  No  1 
Formulated  for  the 
menstrual  cycle. 


Ukdycare.  Specially  formulated  for  women. 


ftroisajeanun»ii3tlaJ>l<teolljJcrkj[.why 
should  nacuc  get  the  betro  ol  you  each  month' 

lis  jlsoa  faer  th.it  unless  you  eri|oy  a  proper 
heahhy  balanced  diet  yiai  may  nor  be  gen  mg  all  the 
racital  ttmeah  and  vruimiris  which  aie  a  ha-ns  lor 
good  health. 

And  the  vnamm  and  mineral  loss,  mos 
nouWy  rrcti  during  merraiuaiion  ean  be  cpMC 

(caddtrablc   

So  a  supfirmcra  mairs  senv 
UdyarrNolBarnufcivwarrin  'Mp?  jurh, 
rifjjfand  mineral  dietary  <upp4cmmr    J  t. 

specially  designed  to  help  ensue  »  1  Vl)1! 
'  aj&nency  during  your  nxrNnial  jfte** 

ty* 

And  <i*  -mat*  (or  women  ct   

aJlagn-  HV* 
rfcakhcrafrs  L*dyv.arv  in  a  tanpc  fV^ 
(oentilnrallv  (oimulati-d  from 


v/hcuy  natural  mgre 

(Jgrable  (orm  r\, 

Theyanrnciriup     ^  _'  i 

tutwianerd(ood&p  - 
clemenr.  which  can  be  tateri  saiety  iwrhax  ihc 
lea  olany  side  eSmv 

The  LaoVcarc  tangr  has  been  carc&J}v  desoned 
una        (or  swxnen  to  talc  dunng  the  a5n 
era  nmes  ol  their  . 

There  are  tsw  other  Ladyca-r 
prains  jvutaWc  Lady^arr  No  2  !oi 
l  PL"        rhr  rncnopatuf  *agc  ol  Ue.  Aril 
"      *-        LidVTart  No,  •  for  'he  oset  "Cs 

So  vmrrrfr  ■  Ltdycarr  arid 

look  aftfT  number  .mc 


La(fycaie.Created  fix  the  dificrerutirr^of>^x^ 


I  Wen  yrju  aJBB 
act  eae!ttjltoffWf^| 
all  'he  -tyeurr  KlaM 
neetts  BkZ  eseri  a  laafai 
e«x**. 

dezf  roytd  or  lew  tv  4g 
coolSj*  5,0,JSi: 

So  d  ycxjfr  -.  i  .  i  ■ 
u.+ui  ><ou  ex  and  chrlfe 
you  may  wei  n«Jt  SMI 

LaJycanr  No  -hm\ 
itat,   (jrmuUted  tarn 

menopj-jsr. 

Ladycao.1 


THE  ADVERTISING 


THEY'VE  BOTH 
FORMULATED 


I 


Ladycare  No.  2 
fewmulated  for  the 
menopause. 


isitydjgeaiblf'fejnri- 

H^khc^ladyGvcaferioidn^isotriLyiTay 
be  taken  safely  withour  the  fear  of  any  suit  cficcu> 
In  all  there  are  ihiee  Ladycare  produns. 
■~""*       ;        Ladytari!  No  1 1-  formulated  fur 
;       ■    :  uk  durmg  the  menstfuat  cycle.  Lady- 
•  cite  No  2  is  for  the  rnenopauS'. 
■  And  Ladycare:  No  3  specially  for 
rbcovtr  5CK 

So  icmcmbe'  Ladycare.  and 
look  after  number  one. 


different  times  of  your  life. 


[ycare.  Created  far  the  different  times  of  your  life. 


At  Healthcrafts  we  realised  that  women  are 
rather  special. 

So  we  created  a  unique  range  of  dietary 
supplements  called  Ladycare. 

They're  multi-vitamin  and  mineral  supple- 
ments carefully  formulated  for  use  during  the 
different  times  of  a  womaris  life. 

In  all,  there  are  three  Ladycare  products. 

Ladycare  No.  1,  designed  for  use  during  the 
menstrual  cycle. 

Ladycare  No.  2,  specially  formulated  for  use 
during  the  menopause. 

And  Ladycare  No.  3,  specially  for  the  over  50s. 

Ladycare  is  a  range  scientifically  formulated 
from  wholly  natural  ingredients  in  an  easily 
digestible  form 

They  are  not  drugs,  so  they  may  safely  be 
taken  without  the  fear  of  any  side  effects. 

Because  the  products  themselves  have  been 
carefully  formulated  for  women  so  has  the 
advertising. 

As  you  can  see  the  campaign  will  be  eye- 
catching and  relevant;  but  above  all,  it  will  be 
sympathetic  and  understanding 

It  will  also  feature  those  most  feminine  of 
images -flowers. 

And  we'll  be  saying  it  with  flowers  to  the 
tune  of  £550,000  in  all  the  major  womeris 
publications  in  full  colour 

So  when  you  stock  and  display  Ladycare, 
you'll  discover  theyve  also  been  carefully  formu- 
lated for  success. 
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LADYCARE 

Healthways  House,  45  Station  Approach,  West  Byfleet,  Surrey  KT14  6NE. 


BEEN  CAREFULLY 
FOR  WOMEN. 
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Be  competitive 


Be  unbeatable 


Sell  at 

£0.23 

OfferPnce£6J6 

Product 


Sell  at 

£0.22 

Offer  Price  £6.46 


Vestric 

Sell  at 

£0.20 

Offer  Price  C  10.80 


Sell  at 


£0.19 

Offer  Price  £10.26 


Vestric 

Sell  at 

£0.57 

Offer  Price  £9.84 


Sell  at 


£0.54 


Pack/Size 


Normal 
Price 


RSP 


Vestric 
Price 


RSP 


Offer  Price  £9.36 


Vantage 
Price 


RSP 


Profit  on 
Cost% 


ELNETT  Hairspray  (All  Types) 


12  x  95gm 
12  x  200gm 
1 2  x  300gm 


9.30 
14.95 
19  08 


1.24 

1  99 

2  54 


7.38 
12.30 
15.60 


.85 
1.41 
1.79 


7  02 
11.76 
14.88 


81 
1.35 
1.71 


20% 
20% 
20% 


GILLETTE  Disposable  Razor 
Econ.  Disposable  Razor 


20  x  5 
10  x  10 
20x5 
10x10 


8  26 
785 
5  18 
4.92 


6.71 
6  38 
4.14 
3.94 


46 
88 

.29 
.54 


6.41 
609 
4.02 
3.82 


.44 
.84 
28 
.53 


20% 
20% 
20% 
20% 


HEAD  &  SHOULDERS  (All  Types) 


12  x  100ml 
12  x  150ml 
6  x  300ml 


5.52 
7.14 
6.06 


.63 
.82 
1.39 


5.40 
6  78 
5.79 


.62 
.78 
1.33 


20% 
20% 
20% 


KOTEX  Simplicity  No  1 

No.  2 


24  x  10 
24  x  10 


7  81 
8.71 


.45 

.50 


7.46 
832 


.43 
.48 


20% 
20% 


LIL-LETS  Mini 

Regular 

Super 

Super  Plus  10 

20's  will  be  supplied  as  22  pack 


48  x  10 
24x20 
48  x  10 
24x20 
48  x  10 
24x20 
48  x  10 
24x20 


12  48 
11.88 
13.20 
12  84 
14.64 
14.04 
15  60 
15.12 


36 
.68 
.38 

74 
.42 
.81 
.45 
.87 


11.76 
11  40 
12.72 
12.24 
13  92 
13.44 
14,88 
14,40 


34 

.65 
.36 
.70 
.40 
.77 
.43 
.83 


20% 
20% 
20% 
20% 
20% 
20% 
20% 
20% 


PALMOLIVE  Soap 


72  x  Toilet 
72  x  Bath 


PAMPERS  All  in  one  Nappies 


10  70 
16.64 


.19 
.29% 


8  64 
10  80 


.16 
20 


8.28 
10.26 


.15 
.19 


15% 
15% 


12  x  Mini 
12  x  Normal 
12  x  Super 
18  x  Super  Plus 
18  x  Maxi 


26.10 
31.43 
28.94 
25.71 
26.44 


22  92 
27.72 
25.44 
22  68 
25  02 


2.25 
2.72 
2.49 
1 .48 
1.64 


21.90 
26.46 
24  36 
21  60 
23.85 


2.15 
2.59 
2.39 
1.41 
1.56 


17.65% 
17.65% 
17.65% 
17.65% 
17.65% 


pamyPa*4  Ullets  ™LMOL,VE  Elnett  Gillette  ,v 
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I 


restric 


Sell  at 

E1.35 

Offer  Price  £11.76 


oducl 


Pack/Size 


Vantage 
Price 


Profit  on 

Cost% 


ftNTY  PADS  Regular 
jper 

jper  Plus 


24  x  10 
24  x  10 
24  x  10 


8  88 
9.84 
10.68 


.51 
.57 
.61 


8  40 

9  36 
10  20 


48 

.54 
.59 


20% 
20% 
20% 


IGHTGUARD  Deodorant 

nti-Perspirant 

ouble  Protection 

ouble  Protection  Unperfumed 

nti-Perspirant  Roll-on  Perfumed  &  Unperiumed 


12  x  134ml 
12x  197ml 
12  x  1 10ml 
12  x  150ml 
12  x  200ml 
12  x  1 10ml 
12  x  150ml 
12  x  200ml 
12x1 50ml 
12  x  200ml 
12  


8  25 
10  08 

8  25 
10  08 
12  67 

8  58 
10.76 
12.67 
10  76 
12.67 

5  55 


1  05 
1  29 
1.05 
1.29 
1.62 
1.10 
1.37 
1  62 
1.37 
1.62 
.71 


6  74 
8.25 
6.74 
8  25 
9.68 
7.02 
8  80 

10.86 
8  80 

10  36 
4.54 


78 
95 
78 
95 
1.1 1 
81 
1  01 
1.19 
1.01 
1.19 
 52 


6.42 
7.95 
6.42 
7.95 
9  36 
6  66 
8  46 

10  02 
8  46 

10  02 
4  38 


74 
91 
74 
91 

1  08 
77 
97 

1  15 
97 

115 
.50 


20% 
20% 
20% 
20% 
20% 
20% 
20% 
20% 
20% 
20% 
20% 


UNSILK  Hairspray  (All  Types) 


1 2  x  Std 
12  x  Lqe 


6  10 
8  623 


77 
1  09 


4.56 
6.24 


.52 
.72 


4  38 
600 


50 
69 


20' 
20' 


'/o 


LTRABRITE 


24  x  Family 
24  x  Ex.  Lge 
36  x  Lge 
48  x  Std 


16.82 
13.19 
14.35 
12  53 


1.02 
80 
58 
.38 


9  48 
7.68 
8.28 
7.68 


55 
.44 

.32 
.22 


9  00 
7.32 
7.92 
7  20 


52 
.42 
.30 
.21 


20°/ 
20°/ 
20°/ 
20°, 


'ILKINSON  SWORD  Handy  Razors 

ouble  Edge  Blades 

rofile  Blades 

/II  Blades 

wivel  Disp.  Razors 

ouble  Edge  Razor 

rofile  Razor  +  2 

/II  Razor  +  2 


40  x  5 

50x5 

20x5 

20x5 

20x5 

10x 

10x 

10x 

r 


9  04 
20.58 
14  13 
13  26 
888 
8.13 
8.13 
3  15 


31 
57 
.97 
.91 
.61 
1  12 
1  12 
.43 


6.76 
18.14 
12.55 
11.74 
7.86 
6.84 
6.84 
2.65 


23 
.50 
.87 
.81 
.54 
94 
94 
.37 


6.46 
17.31 
1 1  98 
1 1  20 
7.51 
6  53 
6.53 
2  53 


22 
48 

83 
77 
.52 
.90 
90 
35 


20 
20 
20 
20 
20 
20 
20 
20 


If  you  would  like  to  know  more  about  Vantage, 

please  complete  the  coupon  and  return  to  the  Marketing  Manager. 

Name  


Address . 


Telephone: 


feUTACE 


Vestric  Limited, 
West  Lane,  Runcorn, 
Cheshire,  WA7  2PE. 


WILT. 


OURS 


When  you  blow-dry 
your  hair,  your  hair- 
brush comes  in  for  a  fair 
amount  of  heat. 
That's  why  all  Denman  hairbrushes 
are  manufactured  from  heat- 
resistant  material. 
And  with  precision  rounded  teeth  which  make 
sure  hair  flows  through  gently  and  safely. 
They  come  apart  for  easier  cleaning  and  there  is  a  range 
of  14  to  choose  from.  So  you  can  see  why  9  out  *m  8r"shMade 
of  10  hairdressers  prefer  them.  DESMAN 


® 


THE  PRECISION  TOOLS  OF  THE  HAIR  BUSINESS 


Denroy  International  Limited,  Denroy  House.  85  Brighton  Road.  Surbiton,  Surrey.  Tel:  01-399  4151. 


HAIRCARE 


Hair  dynamics  and 
the  healthy  scalp 

By  Dr  R.P.R.  Dawber,  consultant  dermatologist  and  clinical 
lecturer  in  dermatology,  Oxford. 


Many  affections  and  infections  of  the  hair  and  scalp 
have  interested  dermatologists,  cosmetic  scientists  and 
epidemologists  in  recent  years.  In  this  article,  some 
recent  works  that  may  be  of  interest  will  be  described, 
together  with  some  advances  that  are  the  parochial 
interests  of  the  author. 


Infection  due  to  head  lice  or  nits 
(Pediculosis  capitis)  has  reached  epidemic 
proportions  in  recent  years.  In  countries 
like  the  United  Kingdom,  prior  to  the  last 
decade,  head  lice  were  predominantly 
found  in  the  lower  classes,  but  this  is  no 
longer  the  case  and  community  health 
workers  now  spend  a  considerable 
amount  of  their  time  attempting  to 
eradicate  the  disease. 

Diagnosis  is  not  usually  difficult.  Any 
child  with  no  history  of  skin  disease  who 
develops  itching  on  the  scalp  or  neck 
should  be  examined  with  P.  capitis  in 
mind.  Close  inspection  of  the  hair  at  the 


Pediculoris  cupitis  "nit"  attached  to  a 
scalp  hair 

scalp  margins  may  reveal  the  louse  among 
the  hair  roots.  The  louse  deposits  its  egg- 
filled  capsules  (nits)  on  the  hairs  close  to 
the  scalp.  Nits  more  than  approximately 
one  inch  from  the  scalp  are  likely  to  be 
empty  and  unimportant. 

Generally  lotions  applied  to  the  scalp 
give  better  cure  rates  than  do  shampoos, 
though  people  instinctively  seem  to  prefer 
the  latter.  Carbaryl  and  malathion  are  the 
most  efficacious  of  the  antilice  chemicals 
available;  there  is  little  difference  between 


the  two.  The  lotion  should  be  rubbed  into 
the  hair  and  left  to  dry  naturally.  On  the 
following  day  the  hair  should  be 
shampooed  and  combed  whilst  still  wet  to 
remove  dead  ova  capsules.  Some 
authorities  suggest  that  the  shampoo  used 
should  also  be  carbaryl  or  malathion 
based  even  though  one  application  of 
lotion  should  be  effective  in  killing  both 
lice  and  eggs.  If  necessary,  the  treatment 
can  be  repeated  weekly.  Any  nits  still 
attached  to  the  hair  after  apparently 
adequate  treatment  will  be  dead  and 
require  no  more  than  shampooing,  and 
combing  whilst  wet.  Remember  that 
reinfection  is  not  uncommon! 

Physical  factors 
and  hair  loss 


Most  hairdressers  and  trichologists  are 
aware  that  scalp  hairs  often  knot,  the 
curlier  the  hair  the  more  likely  is  this  to 
occur.  Hairs  affected  in  this  way  do  not 
remain  in  situ  for  long;  they  are  either 
pulled  out  by  brushing  or  combing  or 
undergo  fairly  rapid  dissolution  within  the 
knot.  Knotting  is  not  a  significant  cause 
of  hair  loss. 

Traction  hair  styles  not  infrequently 
cause  increased  shedding  of  hair  if  the 
pulling  force  is  too  great.  Overtight 
ponytails  or  "buns"  may  cause  frontal 
hair  loss,  this  being  the  site  of  maximum 
traction.  One  can  easily  see  the 
mechanical  basis  of  this  by  observing  the 
effect  of  a  "pulling"  hair  style  on  a  doll. 
The  mechanism  underlying  this  process  is 
that  such  unnatural  longitudinal  forces 
convert  many  hairs  from  growing,  well- 
anchored  ones  (anagen  phase)  into  non- 
growing,  easily  removed  ones  (telegon 
phase).  Normally  no  more  than  about  10 
per  cent  of  scalp  hair  follicles  are  in  the 
telogen  phase,  but  in  areas  of  maximum 
pull  eg.  frontal  region  with  a  ponytail,  this 


proportion  may  rise  to  40  per  cent.  If 
significant  hair  loss  does  occur  from 
traction,  it  always  regrows  within  a  few 
months  when  an  alternative  style  is 
adopted. 

A  question  often  asked  is  whether 
prolonged  combing  and  brushing  are  bad 
for  hair.  The  answer  depends  on  whether 
one  replies  in  cosmetic  or  purely  scientific 


Hair  knot  —  micrograph  showing 
disruption  of  the  hair  structure  within  the 
knot 

terms.  In  the  cosmetic  sense,  grooming  is 
essential  and  even  quite  prolonged 
brushing  and  combing  seem  to  generate 
very  little  overt  damage.  However,  if  one 
looks  at  the  structural  effects  of  combing 
and  brushing,  quite  marked  damage  can 
be  detected.  Because  of  the  overlapping 
cuticular  scales  on  the  hair  surface,  hair 
fibres  have  a  high  coefficient  of  friction; 
on  combing  and  brushing  one  is  therefore 
enhancing  the  natural  degenerative 
processes.  In  practice,  however,  since  hair 
grows  fairly  rapidly  —  approximately  1cm 
per  month  —  this  type  of  damage  is  of  no 
great  signficance.  Also,  many  women  now 
use  so-called  protein  conditioners. 
Advertising  literature  seems  to  endow 
these  agents  with  properties  verging  on  the 
magical!  One  useful  property  possessed  by 
some  of  these  is  to  decrease  frictional 
damage  to  hair.  Such  proteins,  when 
deposited  on  the  hair,  may  remain  in  situ 
through  two  or  three  shampoo 
treatments. 

Since  the  "strength"  of  hair  resides  in 
the  part  of  its  structure  containing  high 
concentrations  of  the  amino-acid  cystine 
(sulphur  rich),  many  oral  and  topical 
proprietary  preparations  have  appeared 


Traction  hairstyle  in  a  doll,  initially  and 
after  one  month.  Marked  hair  loss  has 
occurred 

Continued  overleaf 
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Continued  from  p825 
during  the  last  20-30  years  containing 
cystine  or  sulphur  rich  material, 
professing  "strengthening"  properties. 
There  is  no  scientific  basis  for  these 
claims.  Sheep  with  cystine  deficiency  grow 


A  newly  formed  hair 
better  wool  when  this  is  corrected,  and 
children  with  gross  protein  malnutrition 
(kwashiorkor)  grow  good  hair  when  the 
deficiency  is  overcome,  but  normal  people 
with  normal  hair  do  not  benefit  from 
cystine  or  sulphur  dietary  adjuncts. 


Dandruff 


This  condition  (Pityriasis  capitis) 
essentially  means  the  production  of  excess 
(visible)  dead  scales  from  the  scalp.  It  is  a 
normal  phenomenon  is  most  cases 
because  all  skin  sheds  its  dead  layer 
constantly  throughout  life.  The  scalp 
appears  to  shed  more  scales  than  other 
sites,  but  it  is  not  a  disease  in  itself. 
Dandruff  may,  of  course,  be  a  sign  of 
diseases  such  as  seborrhoeic  dermatitis  or 
psoriasis.  Psoriasis  usually  affects  more 
sites  than  just  the  scalp,  whilst 
seborrhoeic  dermatitis  typically  presents 
with  scalp  itching,  greasiness,  dandruff, 
inflammatory  signs  and  sometimes 
secondary  bacterial  infection. 

In  studying  dandruff,  most  clinical 
scientists  have  stressed  the  increased 
growth  and  'turnover'  of  skin  tissues 
associated  with  dandruff  ie.  increased 
production  of  scale.  Cosmetic  science  has 
placed  great  emphasis  on  the  presence  of 
increased  numbers  of  micro-organisms  eg. 
Pityrosporum  ovale,  on  the  scalp  of 
patients  with  dandruff.  Though  it  is  likely 
that  such  organisms  are  a  secondary 
phenomenon,  most  antidandruff 
shampoos  now  contain  antifungal 
chemicals  such  as  zinc  pyrithione.  It  is 
likely  that  the  efficacy  of  such  shampoos 
relates  more  to  the  standard  surfactants 
contained  in  all  the  formulations.  Many 
clinical  scientists  also  believe  that  anti- 
psoriasis  and  anti-seborrhoeic  dermatitis 


shampoos  function  in  a  similar  non- 
specific way.  The  concentration  of 
specific  ingredients  such  as  tar  extracts  in 
shampoo  is  too  weak  and  in  such  a  vehicle 
that  they  cannot  significantly  inhibit  the 
primary  abnormality  of  the  scalp. 

Clinicians  involved  in  treating  severe 
scalp  complaints  and  the  affected 
individuals  have  reason  to  thank  cosmetic 
scientists.  The  least  that  modern 
shampoos  do  is  to  remove  the  effects  of 
scalp  disease  —  scale,  grease  and  other 
debris  —  with  the  minimum  of  fuss,  and 
without  compromising  the  appearance 
and  cosmetic  "manageability"  of  hair. 
Patients  can  often  now  shampoo  as 
frequently  as  once  per  day  without  any 
cosmetic  disadvantage.  In  diseases  such  as 
psoriasis  and  seborrhoeic  dematitis,  the 
same  tar-containing  shampoos  serve 
another  useful  function.  Generally 
speaking,  they  efficiently  remove  greasy, 
often  messy  treatments,  leaving  the  hair  in 
a  satisfactory  condition. 


Hormones  and  hair 


The  development  of  secondary  sexual  hair 
after  puberty  depends  in  both  sexes  on  the 
presence  of  androgens.  Women  produce 
androgens  from  the  adrenals  and  ovaries. 
Evidently  the  testes  and  to  a  lesser  extent 
the  adrenals,  are  the  source  of  androgens 
in  men.  Common  baldness  (male-pattern 
alopecia)  is  androgen  dependent  ie.  it  does 
not  occur  in  eunuchs  or  men  castrated 
before  hair  loss  has  commenced.  Anti- 
androgen  therapy  such  as  oral 
cyproterone  acetate  (Androcur)  also 
successfully  aborts  common  baldness  —  it 
is  only  reversible  in  its  early  stages  before 
significant  coarse  hairs  have  regressed  to 
fine  downy  hair. 

It  is  often  not  realised  that  women 
develop  common  baldness  as  frequently 
as  men;  they  certainly  carry  (and  transmit 
to  their  offspring)  the  same  genetic 
tendancy.  However,  only  in  very 
exceptional  circumstances  do  women  bald 
as  severly  as  men  eg.  in  association  with 
androgen  secreting  tumours.  Women 
generally  note  only  increased  shedding  of 
scalp  hair,  a  minority  getting  overt  diffuse 
thinning  similar  to  the  patterning  seen  in 
men.  This  female  form  is  said  to  be  less 
severe  than  the  male  because  of  the 
protection  afforded  by  normal  female 
oestrogens. 

A  very  similar  oestrogen-androgen 
story,  though  perhaps  with  a  different 
emphasis,  is  incriminated  in  the  genesis  of 
hirsutism  —  male-type  secondary  sexual 
hair  in  women  —  and  acne  vulgaris. 
During  the  last  decade  much  research  has 
been  directed  towards  using  a  specific 
anti-androgen,  cyproterone  acetate, 
together  with  the  anti-androgenic  activity 
of  oestrogens  to  inhibit  these  three 


Severe  common  baldness  in  a  woman, 
often  associated  with  androgen  secreting 
tumours 

androgen  dependent  conditions.  It  is 
noteworthy  that,  of  the  oral 
contraceptives,  the  ones  that  may  help 
acne  have  a  high  oestrogen  content  (50mg 
ethinyl  oestradiol)  and  a  progestogen  that 
is  relatively  anti-androgenic.  Standard 
oral  contraceptives  have  little  benefit  in 
hirsutism  and  androgenic  alopecia  purely 
because  the  dose  combination  is  too  low. 
To  help  these  conditions,  combined  oral 
contraceptive  regimes  that  are  more  anti- 
androgenic  must  be  given  eg.  50/jg  ethinyl 
oestradiol  and  up  to  lOOmg  cyproterone 
acetate.  This  therapy,  if  given  for  21  days 
per  28  days  menstrual  cycle,  replaces  any 
other  oral  contraceptive  since  it  inhibits 
ovulation  rendering  the  patient  infertile 
during  the  course  of  treatment,  which 
may  be  required  for  several  years. 

The  contra-indications  and  side  effects 
of  such  treatment  are  the  same  as  those  of 
oestrogen/progestogen  combinations  in 
general.  It  is  imperative  that  such 
treatment  should  initially  only  be  given 
from  specialist  units.  All  patients  being 
considered  for  such  therapy  should  have 
severe  clinical  (and/or  psychological) 
disability  due  to  the  hair  changes.  Also  the 
nature  of  the  regime  should  be  fully 
understood.  Generally,  hirsutism 
improves  more  rapidly  and  more 
consistently  than  does  androgenic 
alopecia.  Ideally,  one  would  prefer  an 
anti-androgen  that  can  be  used  topically 
but  so  far  none  have  been  developed  that 
are  bound  in  the  skin  sufficiently  to 
influence  hair  follicle  physiology. 

Patients  taking  minoxidil  or  diazoxide 
for  severe  hypertension  all  get  increased 
body  hair.  This  may  be  of  sufficient 
severity  for  the  patient  to  reject  the 
treatment.  Cases  have  been  described  in 
which  male-pattern  baldnes  has  reversed 
during  systemic  minoxidil  therapy. 
Unfortunately  the  increased  body  hair  is 
not  limited  to  the  scalp.  Much  research  is 
currently  being  undertaken  into  topical 
minoxidil  preparations  for  use  in  a  variety 
of  alopecias.  There  will  no  doubt  be  many 
early  overenthusiastic  reports  on  the 
efficacy  of  such  preparations.  One  hopes 
that  after  the  initial  flush,  that  long  term 
non-toxic  topical  minoxidil  (or  a  relation) 
therapy  will  prove  useful  —  imagine  a 
topical  cream  to  prevent  common 
baldness.  Too  Utopian?  ■ 
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Market  maintains  stability 
and  margins  still  good 

Haircare  is  one  of  the  best  developed  and  most  stable  of 
all  fast  moving  consumer  goods  markets  today. 
Although  even  the  larger  sectors  of  the  field  are  under- 
promoted  by  the  standards  of  foods  and  household 
products  they  are  riding  the  recession  a  great  deal  better 
in  terms  of  maintained  sales  volume. 


The  market  is  currently  estimated  at  £220 
million  at  rsp  (Beecham),  with  shampoos, 
colourants  and  conditioners  taking  a 
£160m  slice  (Bristol  Myers).  These  three 
areas  have  shown  the  most  consistent 
growth  in  sterling  terms  over  the  years, 
although  unit  sales  have  tended  to  drop 
due  to  trends  towards  larger  packs. 
Because  of  the  intimate  nature  of 
grooming  and  haircare,  consumers  usually 
prefer  a  brand  which  they  can  trust. 
Consequently  the  key  to  success  for  any 
haircare  product  is  satisfactory 
performance  allied  to  strong  branding. 
This  may  explain  why  —  in  a  decade  when 
low-priced  own-label  lines  have  taken 
such  a  large  market  share  in  many  grocery 
areas  —  own-label  has  seldom  taken  more 
than  5  per  cent  share  of  any  haircare 
sector. 

Because  consumers  are  always  looking 
for  "something  better"  they  will  only 
continue  to  use  a  particular  brand  just  so 
long  as  it  keeps  up  to  date  in  performance 
and  appearance.  Thus  brand  loyalty  is 
extremely  fragile,  and  product  launches 
and  relaunches  prolific.  Natural  Balance, 
Batiste,  Colour  Confidence,  Supersoft, 
Silkience  and  Reveal  have  all  seen  activity 
this  past  year,  and  a  relaunch  from  Elida 
Gibbs  and  a  new  range  from  Wella  have 
just  been  announced  (see  product  review). 
However,  it  is  also  true  that  most  of  the 
leading  brands  have  retained  their  leading 
positions  for  a  consistently  long  time. 

Haircare  and  the  chemist 

Despite  competition  from  grocery  and 
department  store  outlets  the  chemist 
sector  controls  £135m  of  haircare  sales, 
according  to  Beecham.  This  substantial 
share  dwarfs  the  entire  UK  markets  for 
toilet  soap  (£90m),  toothpaste  (£73m), 
deodorants  (£54m)  and  bath  additives 
(£54m)  through  all  outlets,  and  it  is 
probable  that  haircare  provides  the 
smaller  retailer,  at  least,  with  one  of  the 
more  reliable  sources  of  income  outside 
the  NHS  area. 


Elida  Gibbs  see  the  outlet  split  as 


follows: 

Haircare  —  Market  share  % 

1979 

1981 

Grocers 

22 

23 

Multiples 

14 

16 

Independent 

5 

4 

Co-op 

3 

3 

Chemists 

54 

54 

Boots 

33 

34 

Independent 

21 

20 

Woolworth 

7 

7 

Others 

17 

16 

100 

100 

A  significant  proportion  of  total  haircare 
sales  is  shared  between  a  small  group  of 
well  established  brands  —  in  contrast  to 
skincare  and  fragrances,  which  are  highly 
fragmented  among  a  larger  number  of 
small  brands.  Thus  the  space-starved 
smaller  pharmacy  is  able  to  cover  a 


substantial  proportion  of  his  customers' 
needs  in  haircare  by  astute  stocking,  and 
consequently  his  haircare  turnover  may  be 
considerably  higher  than  that  of  skincare 
or  fragrance. 


Shampoos 


Shampoos  provide  the  fundamental  and 
largest  sector  of  the  haircare  field.  Market 
estimates  vary  —  1982  rsp  value  is  given  at 
£84m  by  Beecham,  £90m  by  Bristol-Myers 
and  £86m  by  Reckitt  Toiletries.  Of  over 
120  nationally  distributed  brands,  only 
seven  take  over  half  of  all  national  sales, 
and  total  advertising  expenditure  in  1981 
totalled  about  £1  lm,  according  to 
Beecham. 

Prior  to  World  War  2  hair  washing 
was  carried  out  with  soap  which  left  a 
dulling  deposit  of  lime  scum  on  the  hair. 
Detergent-based  shampoos  became 
available  during  the  late  '40's  but  early 
examples  were  so  crude  that  they  stripped 
out  all  the  natural  oils  from  the  hair, 
making  it  lacklustre  and  difficult  to 
manage  for  two  or  three  days  after 
shampooing.  As  a  result  women  were 
reluctant  to  wash  their  hair  more 
frequently  than  basic  hygiene  demanded, 
and  during  the  50's  only  10  per  cent 
washed  their  hair  as  often  as  twice  a  week. 
Consumer  criticism  led  to  great 
improvements  in  shampoo  technology. 
Variants  for  hair  types  were  introduced 
and  milder-acting  yet  effective  cleansing 
agents  were  developed.  This  was  later 
followed  by  the  evolution  of  conditioning 
systems  within  shampoo  formulae. 

Continued  on  p828 
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The  stream  of  technological 
improvements  has  led  to  a  steady 
acceleration  in  shampooing  frequency. 
Today  60  per  cent  of  women  wash  their 
hair  twice  a  week  or  more,  and  washing 
frequency  is  higher  among  younger 
women,  who  are  responsible  for  two- 
thirds  of  all  shampoo  sales.  There  is  a 
prospect  that  frequency  will  continue  to 
accelerate  up  to  United  States  levels  where 
many  wash  their  hair  daily  when  they 
shower.  In  this  context  it  may  be  worth 
noting  that  over  two  thirds  of  UK  homes 
now  have  showers  and  new  showers  are 
being  installed  at  a  rate  of  50,000  a  year. 
Beecham  estimate  volume  consumption  of 
shampoo  is  currently  continuing  at  2  per 
cent. 

Elida  Gibbs  and  Beecham  dominate 
this  sector  of  the  market,  with  only  Head 
&  Shoulders  (Proctor  &  Gamble)  breaking 
their  line  up  in  the  top  seven.  Beecham 
give  the  rank  order  as  Head  &  Shoulders, 
Vosene,  Silvikrin,  Sunsilk,  All  Clear, 
Pears  and  Bristows. 

Sunsilk  and  Silvikrin  are  presently 
fighting  for  top  place  among  the  cosmetic 
shampoos,  and  Elida  say  Sunsilk  will 
benefit  from  £lm  of  TV  and  Press 
advertising  during  1982.  Also  in  the 
cosmetic  sector  is  Pears,  which  was 
relaunched  in  early  1981 .  The  brand  will 
get  increased  promotional  support  of 
£1 .8m  this  year  including  £500,000  of 
advertising.  All  Clear  anti-dandruff 
shampoo  is  claimed  by  Elida  to  be  the 
most  successful  new  shampoo  to  be 
introduced  in  the  last  ten  years,  and  the 
recent  relaunch  included  the  introduction 
of  an  economy  size  bottle.  The  brand  is 
backed  by  a  £2m  promotional  programme 
for  this  year,  which  includes  £1 .2m  of 
advertising  (last  year  All  Clear  claimed  the 
second  largest  advertising  budget  of  any 
brand  in  the  market). 

The  growth  of  the  medicated  sector 
has  been  closing  up  on  the  cosmetic 
sector.  In  1971  medicated  shampoos 
accounted  for  30  per  cent  of  shampoo 
sales,  and  today  that  share  has  risen  to  40 
per  cent.  The  family  section  of  this  was, 
and  still  is,  lead  by  Vosene,  say  Beecham. 
The  Silvikrin  range  has  taken  a  move  in 
this  direction  with  the  launch  of  a  sixth 
anti-dandruff  variant  last  June. 

Acceptance  of  "shampooing  and 
conditioning"  as  a  regular  haircare  habit 
has  led  to  relaunches  from  Clairol  and 
Schwarzkopf.  Natural  Balance  was 
relaunched  at  the  end  of  1981  as  an 
integrated  range  of  shampoos  and 
conditioners.  "Colour  coding"  links  the 
range  to  improve  brand  recognition  and 
to  induce  first  time  users  to  try  using  both 
shampoo  and  conditioner.  A  new 
advertising  programme  was  developed 
around  the  relaunch,  with  a  TV 
commercial  going  on  air  at  the  beginning 


Wella  launch  IQ 
shampoo  range 

Aimed  at  women  "who  think  about  their 
hair",  Wella  have  launched  a  new,  six 
product  strong  range  of  shampoos. 

Wella  have  developed  their  IQ  range 
to  cover  six  problem  categories,  they  say, 
and  this  is  indicated  on  the  packaging. 
The  categories  are:  body  for  fine  / 
flyaway  hair,  control  for  oily  /  lank  hair, 
shine  for  dull  /  lifeless  hair,  care  for  dry  / 
damaged  hair,  stability  for  coloured  hair, 
and  manageability  for  permed  hair.  The 


range  is  packaged  in  burgundy-coloured 
bottles  available  in  two  sizes  (125ml, 
£0.75;  225ml,  £1.22). 

For  the  remainder  of  1982,  Wella  have 
committed  £1  million  to  support  the 
marketing  of  the  range,  including 
£650,000  of  advertising  through  major 
women's  magazines  between  June  and 
December.  The  initial  campaign  has  been 
based  on  a  three  page  quiz  extending  the 
IQ  theme  —  just  as  an  IQ  test  is  right  for 
your  head,  there  is  now  an  IQ  shampoo 
right  for  your  hair.  Free  trial  samples  and 
a  money-off  coupon  will  also  be  offered. 
Wella  (Great  Britain)  Ltd,  Wella  Road, 
Basingstoke,  Hants.  ■ 


of  the  year.  A  second  burst  of  TV 
advertising  is  to  follow  mid-year.  A 
continuous  programme  of  Press 
advertising  is  currently  running  in  all  the 
major  women's  monthly  magazines  and 
this  will  continue  until  August. 
Promotional  activity  focuses  on  offering 
"added  value"  and  a  special  travel  pack  is 
currently  available,  as  are  a  special  offer 
on  barrel  bags,  and  50  per  cent  extra  free 
on  packs  of  both  shampoo  and 
conditioner.  All  promotional  activity, 
says  Clairol,  reinforces  the  idea  of 
"balance"  as  the  critical  factor  in  the 
usage  between  shampoos  and 
conditioners. 

Schwarzkopf,  who  sell  their  products 
"exclusively  through  chemist,  department 
store  and  selected  drugstore  outlets", 
relaunched  their  Batiste  range  only  a  few 
weeks  ago,  as  a  specialist  range  for  greasy, 
problem  hair.  The  range  has  been 
repackaged  and  is  receiving  colour 
advertising  support  in  the  women's  Press 
and  a  POS  offer  of  lOp  off  any  of  the 
range.  Schwarzkopf  are  introducing  a 


consultants  club,  which  offers  sales 
assistants  the  opportunity  to  become 
haircare  consultants.  Schwarzkopf  will 
help  train  assistants  and  regular 
newsletters  incorporating  product  and 
general  haircare  news  are  planned,  along 
with  competitions. 

Other  activity  from  the  company 
include  the  promotion  of  a  pre-priced 
banded  200ml  Corimist  shampoo  with 
100ml  conditioner.  There  will  also  be  a 
money-off  voucher  in  Woman  magazine. 
For  Reflect  Silver  special  coupons  are 
available  to  all  stockists  entitling 
consumers  to  30p  off  their  next  purchase. 
The  coupons  are  valid  until  October  3 1 . 

Gillette  launched  Silkience  shampoo  in 
February  to  complement  their 
conditioner.  They  recognise  the  shampoo 
market  will  be  one  of  the  toughest  to 
crack,  but  aim  to  become  recognised  as  a 
major  contender  in  the  female  toiletries 
business,  they  say.  Already  available  in 
the  US,  the  shampoo  has  been  a  success, 

Continued  on  p830 
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New  look  for  Cream 
Silk  conditioner 


To  strengthen  its  position  as  brand  leader, 
Cream  Silk  is  to  enjoy  a  major  relaunch  at 
the  end  of  May,  say  Elida,  and  many 
elements  of  the  brand  will  benefit. 

New  packaging  is  being  introduced, 
the  cream  coloured  bottles  having  colour- 
coded  caps  and  labels  for  easy  variant 
identification,  but  retaining  the  Cream 
Silk  logo.  The  packs  will  be  available  in 
50ml,  100ml  and  200ml  sizes.  The 
formulation  has  been  updated  with  the 
introduction  of  a  new  conditioning  agent 
and  new  perfumes,  preferred  in  consumer 
tests,  are  being  introduced  for  the  normal 
and  overheated  hair  variants.  The  appeal 
of  the  latter  has  been  widened  to  include 
"permed,  coloured  and  overheated  hair". 

A  £1  million  advertising  budget  will 
support  the  relaunch,  with  £600,000  in  the 
first  four  months.  A  30  second  TV 
commercial  will  commence  at  the  end  of 
May,  and  will  be  complimented  by  a  Press 
campaign  in  leading  women's  magazines 
throughout  Autumn.  POS  support  with 

Market  —  continued  from  p828 

and  £2.  lm  will  be  spent  on  promoting  the 
brand  in  the  UK  through  to  November.  A 
door-to-door  drop  of  sachets,  leaflets  and 
coupons  is  due  to  take  place  this  month. 

Ashe  Laboratories  are  claiming  a  high 
level  of  consumer  response  to  sample 
offers  in  women's  magazines  following 
the  launch  of  Reveal  at  the  end  of  1981. 
The  sampling  programme  will  continue 
throughout  1982.  Vidal  Sassoon  reported 
their  best  sales  year  ever  in  1981  with  sales 
up  by  69  per  cent  in  the  last  two  months. 
A  TV  and  magazine  advertising  spend  of 
£500,000  has  been  taking  place  during  the 
Spring  for  their  Sensitive  haircare  range. 
"People  will  pay  a  premium  for  a  good 
product"  says  Graham  Bailey,  marketing 
services  manager. 

This  idea  is  echoed  by  Concept  who 
feel  the  chemist  should  support  the  up- 
market brands  more  and  maximise  on 
brands  that  are  exclusive  to  them.  Their 
Klorane  range  is  featured  in  an  advertising 
campaign  in  the  women's  Press  which 
began  last  month  and  will  be  backed  by  an 
active  PR  campaign.  Wella  are  continuing 
to  support  their  Crisan  range  of  treatment 
shampoos  and  have  an  advertising 
campaign  in  progress  through  selected 
women's  magazines  that  will  finish  in 
November.  Johnson's  baby  shampoo,  still 
claiming  to  be  the  biggest  single  variant  in 
the  cosmetic  shampoo  market,  with  75  per 
cent  of  sales  for  adult  usage,  is  currently 
featuring  50  per  cent  extra  free  on  the  125 
and  250  ml  sizes. 


display  units,  shelf  merchandisers  and 
showcards  will  be  available.  For  chemists 
there  is  a  special  display  competition  with 
five  14-inch  colour  TV  sets  plus  a  free 
stock  package  worth  over  £80. 

Special  value  packs  will  be  available 


Carter-Wallace  say  their  latest  piece  of 
consumer  research  confirms  the  growing 
revival  of  "natural"  haircare  and  are 
surprised  to  find  such  a  high  brand 
awareness  in  the  25-34  age  group  for  their 
Linco  Beer  shampoo.  They  are  investing 
£250,000  in  the  media  this  year. — 
advertising  began  in  the  women's  Press  in 
February.  Reckitts  are  continuing  to 
support  the  1981  relaunch  of  Supersoft 
with  £1 .5m  worth  of  TV  advertising 
during  1982.  Joan  Lambert,  product 
manager,  feels  at  the  moment  the 
shampoo  market  is  fairly  static  with  the 
constant  battle  on  price  leading  to 
pressure  on  branding.  The  range  currently 
has  an  on-pack  promotion  of  free  Mary 
Quant  mascara  or  eye  shadow,  and  is 
backed  by  a  £35,000  advertising  campaign 
in  women's  magazines. 

While  advertising  may  be  pushing  up 
consumption,  there  has  also  been  a  sharp 
swing  up  to  larger  more  economical  sizes. 
In  1 97 1  almost  80  per  cent  of  unit  sales 
were  in  sachet  and  bottles  under  50ml  in 
size.  Today  60  per  cent  of  shampoo  unit 
sales  are  in  bottles  of  80ml  or  over. 
Beecham  estimate  that,  although  the 
actual  number  of  shampoo  packs  sold  in 
the  UK  has  actually  declined  since  1971  by 
about  20  per  cent,  the  total  shampoo 
literage  annually  consumed  has  expanded 
by  80  per  cent  over  the  same  period.  Also, 
surprisingly  perhaps,  the  outlet  share  of 
the  chemist  sector  has  risen  according  to 
Beecham,  although  that  of  the 
independent  has  fallen. 


during  the  relaunch  period  —  50ml, 
£0.43;  100ml,  £0.59;  200ml,  £0.79  — 
along  with  two  for  the  price  of  one 
"twin"  sachets.  Elida  Gibbs  Ltd,  PO  Box 
1DY,  Portman  Square,  London 
W1A  1DY.  ■ 


Outlet  Shares  of  UK  shampoo  business 


1974 

1982 

£ 

£ 

All  grocers 

32 

41 

Boots 

24 

30 

Drug 

NA 

10 

Other  chemists 

15 

9 

39 

49 

Others 

29 

10 

100 

100 

Conditioners 


While  shampoos  provide  the  backbone  of 
the  haircare  market,  conditioners 
continue  to  be  the  fastest  growing  sector. 
The  market  is  put  at  £32m  at  rsp  by 
Beecham,  and  £37m  by  Elida,  who 
estimate  62  per  cent  of  women  and  20  per 
cent  of  men  now  use  a  conditioner 
(although  few  of  the  latter  actually  admit 
to  the  purchase!). 

The  growth  of  the  conditioner  market 
resulted  from  the  return  of  the  lack-lustre 
bodiless  problem  of  the  '50's,  this  time 
caused  by  rising  washing  frequency.  Use 
of  a  conditioner  has  become  a  full  scale 
feature  of  the  haircare  routine  since  1975 
and  an  estimated  £4m  was  spent  on 
advertising  in  1981 .  According  to 
Beecham  the  market  has  grown  by  50  per 
cent  in  literage  since  only  1975  and  is 
continuing  to  expand  at  an  annual  rate  of 
over  8  per  cent.  Elida  are  less  optimistic 
for  1982  and  see  a  slowing  of  the  rate  of 
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Thank  you 
very  much! 

If  you're  one  of  the  37%  of  chemists  who  are  not  stocking  Lady  Jayne  hair 
care  accessories  then  you're  missing  out.  We're  the  brand  leaders  in  this 
growing  market  and  we  can  help  you  build  your  sales.  We  have  a  range 
of  attractive  self  selection  display  units  which  come 
fully  stocked  and  ready  to  sell. 


OURJO&INTHE 


IQjs§ 


news 


ml 


IQ>  by  Wella 


IQJias  a 

^million  behind  it 


IQadvertising  will 
be  seen 


IQjs  powerful  at 
pDint-of-sale 


IQwill  seU 


£LOOQOOO  CLASS. 


I  Body  for  Fine/Flyaway  Hair;  Control  for  Oily/Lank  Hair;  Shine 
for  Dull/Lifeless  Hair;  Care  for  Dry/Damaged  Hair;  Manageability  for 
Permed  Hair;  Stability  for  Coloured  Hair, 


Each  of  the  six  unique  variants  has  been  carefully 
formulated  after  a  long  programme  of  research  and  development 
byWelk 


Triple,  double  and  single  page  colour  ads  will  be  appear- 
ing frequently  from  May  onwards. 


By  90%  of  young  women  in  Cosmopolitan,Vogue, 
Womans  Journal,  Woman,  Womans  Own  and  many  more. 


Our  new  starter  pack  dispenser  guarantees 
intrusive  and  economical  use  of  your  shelf  space  And 
there's  an  eye  catching  consumer  leaflet  to  support  it 


This  is  the  years  most  important  new  shampoo. 
So  make  sure  you  take  stock  ofWellas  IQ. 


INTELLIGENT 
HAIR  CARE 
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Market  —  continued  from  p830 
growth  to  5  per  cent,  compared  to  10  per 
cent  for  the  year  past. 

Chemist  sales  of  conditioners  account 
for  52  per  cent  of  the  market,  with  Boots 
having  40  per  cent,  and  independents  12 
per  cent  (drug  stores  10  per  cent),  says 
Beecham.  The  greatest  area  for  growth  of 
the  sector  is  among  the  older  age  group  — 
only  33  per  cent  of  women  aged  35-64 
condition  their  hair  twice  a  week  or  more 
compared  with  56  per  cent  aged  13-34 
years,  according  to  Bristol-Myers.  Five 
brands  corner  a  third  of  the  market,  with 
Cream  Silk  from  Elida  Gibbs  (shortly  to 
be  relaunched  —  see  product  reviews)  top 
of  the  league,  they  say.  Beecham  rank  the 
other  four  as  Alberto  Balsam,  Flex, 
Silkienceand  Perform. 

Gillette  continue  to  support  Silkience 
conditioner  with  a  £1 .2m  advertising 
spend  and  TV  commercials  will  again 
make  use  of  scanner  photography  —  75 
per  cent  of  people  actually  remembered 
this  from  the  advert.  The  brand  seems 
well  established  since  its  launch  in  early 
1981 .  Ashe  Laboratories  claim  recent 
independent  research  has  placed 
Vitapointe  conditioner  for  dry  hair  in 
third  place  in  terms  of  usage.  A  campaign 
has  been  running  in  the  women's  Press 
since  October  and  finishes  this  month. 

Vidal  Sassoon  claim  a  35  per  cent 
increase  in  sales  of  their  conditioner  in 
November  and  December  last  year,  when 
they  say  the  market  fell  by  5  per  cent. 
They  now  say  their  product  is  among  the 
brand  leaders.  Also  jostling  it  out  at  the 
top  are  Supersoft  Cream  rinse,  Natural 
Balance  and  Agree. 


Hairsprays 


The  value  of  this  sector  has  dropped  by  an 
estimated  20  per  cent  over  the  last  five 
years,  but  it  is  still  the  second  largest  in  the 
haircare  market.  Again  the  sector  is 
dominated  by  Elida  and  Beecham  who  put 
the  1982  rsp  value  at  £70m  and  £60m 
respectively.  Advertising  spends  are  low 
with  an  estimated  total  expenditure  of 
£1 .6m  in  1981 .  However,  both  companies 
predict  a  halt  to  the  decline  and  a  period 
of  stable  volume. 

Although  crude  resins  left  the  hair 
unnaturally  stiff  and  sticky,  bouffant 
hairstyles  supported  hairspray  sales  at  a 
substantial  level  through  most  of  the 
'60's.  However,  an  improvement  in 
performance  coincided  with  a  change  in 
hair  fashions  to  freer  styles  and  sales 
slumped.  Today  two  thirds  of  users  are 
over  35.  Again,  though,  a  change  in  hair 
fashion  seems  to  be  increasing  younger 
usage. 

Nearly  60  per  cent  of  hairspray  sales 
are  shared  between  three  brands  — 
Sunsilk  (Elida)  being  the  brand  leader 
with  a  23  per  cent  market  share,  followed 


by  Harmony  (Elida)  and  Silvikrin 
(Beecham)  with  18  per  cent  each,  say 
Beecham.  Elida  plan  to  support  both  their 
brands  with  "heavy  promotion  both 
above  and  below  the  line  later  this  year" 
—  last  year  they  received  an  £800,000 
advertising  spend.  Elnett  from  L'Oreal 
also  claims  a  place  as  a  brand  leader. 

Supersoft  hairspray  from  Reckitts 
changed  to  a  slimline  can  in  1981 .  Their 
Cossack  male  hairspray  is  the  brand 
leader  of  that  sector,  taking  around  30  per 
cent  of  an  estimated  market  of  7  million 
units.  Second  brand  is  Dry  Look  from 
Gillette  who  are  presently  promoting  the 
product  with  the  offer  of  a  free  Contour 
razor  plus  lOp  off  next  purchase  coupon. 
A  Summer  promotion  of  25  per  cent  extra 
fill  on  both  sizes  is  planned. 


Styling,  cosmetic 
and  treatment 
sectors 

Setting  lotions,  home  perms  and 
colourants  are  the  preserve  of  the  chemist 
and  department  store,  with  a  large 
proportion  of  business  passing  through 
the  former  group.  In  these  areas 
consumers  often  seek  advice  and  the 
personal  service  available  in  the  smaller 
shop  comes  into  its  own.  Setting  lotions 
offer  the  opportunity  for  more  elaborate 
styling  on  a  temporary  basis,  and  home 
perms  a  long  term  benefit.  Colourants 
and  lighteners  are  outright  cosmetic 
treatments. 


Setting  lotions 


Market  estimates  for  this  sector  vary. 
Elida  estimates  it  at  £10m,  and  declining 
in  volume  at  a  rate  of  2  per  cent  in  1982, 
although  stabilising  in  unit  terms  over  the 
next  five  years.  Beecham  estimate  the 
market  at  £8m  and  declining  at  the  rate  of 
8  per  cent,  but  younger  usage  is  above 
average,  they  say.  Both  companies  claim 
brand  leadership.  Beecham  say  Amami 
has  a  15  per  cent  share,  and  Elida  claim 
the  same  for  Sunsilk  setting  lotion  — 
Harmony  has  a  5  per  cent  share. 

Despite  increasing  competition  in  the 
setting  and  coloured  setting  lotion 
markets,  Wella  claim  a  dominant  place, 
especially  in  the  blow  dry  market. 
Continued  below  the  line  support  activity 
is  planned,  the  first  of  which  is  a  banded 
40  ml  coloured  setting  lotion  offer  giving 
the  consumer  two  bottles  of  Color  Set  at  a 
special  price.  Eugene  10-Day  Set  (Ashe 
Laboratories)  has  been  relaunched  in 
23ml  vials  —  last  year  the  bottle  size  of  the 
product  was  increased  from  85ml  to 
100ml. 


Haircare  accessories 
market  active 

There  has  been  activity  from  Laughtons, 
Addis  and  Ravina  this  year.  Laughtons 
have  acquired  the  haircare  products 
division  of  Newey  Group  during  the  year, 
and  claim  their  Lady  Jayne  range  is 
stocked  in  depth  by  70  per  cent  of  all 
chemists.  However  they  do  say  present 
growth  is  within  the  multiples  and 
supermarkets.  Trade  advertising  is 
currently  under  way  and  will  be  backed  up 
by  promotions  throughout  the  year. 

Ravina  estimate  the  size  of  the  market 
at  around  £25m  and  also  claim  about  70 
per  cent  distribution  through  the  chemist 


The  Celeste  range  from  Ravina 

sector.  The  French  company,  Guinet 
Freres,  was  acquired  in  November  and 
their  Celeste  range  was  introduced  in 
March. 

Addis  launched  an  accessories  range 
under  the  Dressers  name  earlier  this  year, 
and  their  existing  curlers  and  rollers  are  to 
be  relaunched  under  this  name.  Bartex 
claim  their  new  array  of  head  ornaments 
has  led  to  a  "flood  of  orders"  —  it 
includes  Alice  bands,  grips  and  Afro 
combs.  ■ 


Home  perms 


Perhaps  the  sector  of  the  haircare  market 
most  influenced  by  fashion,  Elida 
estimate  there  was  a  5  per  cent  volume 
growth  in  1981 ,  and  give  it  a  value  of 
£10m  at  rsp.  Chesebrough-Ponds  agree 
with  this  estimate,  saying  the  market  has 
increased  to  its  present  level  from  £5. 6m 
in  1979  for  two  reasons.  Firstly  there  has 
been  a  heavy  increase  in  advertising  and 
secondly  there  has  been  the  introduction 


834 


Chemist  &  Druggist  1  May  1982 


of  ammonia-free  products  offering  softer 
curls  and  w  aves  (rather  than  the  tight, 
frizzy  resuh  which  non-users  associated 
with  ammorJa  perms).  However,  there  are 
indications  that  the  soft  perm  sector  is 
i  eac  line  a  plateau  and  brand  growth  will 
slow  icywn.  Chesebrough-Ponds  estimate 
it  i  ccounts  for  28  per  cent  of  the  perm 
m^cet. 

L'Oreal  stepped  into  the  market  last 
month  with  Velvet,  available  in  two 
formulations  for  natural  and  colour- 
treated  hair.  A  national  TV  campaign 
worth  £600,000  is  supporting  the  launch 
along  with  merchandise  display  units.  The 
company  feels  that  products  presently  on 
the  market  are  far  from  giving  full 
satisfaction  to  users. 

Also  launched  this  year  is  Poly  Foam 
aerosol  perm  from  Warner-Lambert  — 
the  first  aerosol  perm  for  home  use  in  the 
UK.  The  product  has  been  on  the  German 


market  for  two  years  and  during  that  time 
has,  the  company  says,  become  a  brand 
leader  and  expanded  the  home  perm 
market  by  25  per  cent.  The  brand  has  been 
TV  advertised  and  a  campaign  in  women's 
monthly  and  weekly  magazines  began  in 
March  and  will  continue  until  December. 
The  adverts  include  10  million  30p-off 
next  purchase  coupons.  Warner-Lambert 
claim  their  other  home  perm,  Fashion 
Style,  has  risen  to  become  a  brand  leader 
with  a  21  per  cent  volume  brand  share. 
They  feel  it  is  traditional  perms,  such  as 
Fashion  Style,  which  are  showing  a 
growth  in  sales,  as  soft  perms  take  longer 
to  process  and  the  end  effect  does  not  last 
as  long. 

Elida  claim  a  28  per  cent  brand  share 
with  Pin  Up,  which  they  say  has 
maintained  its  strong  position  in  spite  of 
the  introduction  of  soft  perms.  Pin  Up 
will  be  backed  by  a  Press  advertising 
campaign  worth  £100,000  this  year.  With 
the  introduction  of  their  soft  perms 
Gillette  say  their  share  of  the  market  is 
currently  running  at  just  under  half.  A 
soft  perm,  Silkwaves,  has  been  added  to 
the  Toni  range,  which  will  receive  a 
£250,000  boost  in  a  new  advertising 
campaign  and  in-store  display  material. 
The  company's  other  soft  perm, 
Lightwaves,  continues  to  be  prominent. 

Rave  is  claimed  to  be  the  leading  soft 
perm,  with  16  per  cent  of  the  market,  and 
aims  to  increase  its  share  by  the 
introduction  of  an  extra  curly  variant.  To 


support  the  launch  Chesebrough-Ponds 
are  spending  £100,000  in  both  newspapers 
and  women's  magazines  in  a  campaign 
which  commenced  in  April  and  will  run 
until  June  5.  The  campaign  is  targetted  at 
women  aged  35  plus  and  is  reckoned  to 
reach  over  80  per  cent  of  this  audience  an 
average  of  four  times. 

Colourants 

Contradictory  opinions  exist  on  the 
direction  this  sector  is  heading.  Beecham 
put  the  market  at  £30m  at  rsp  for  1982, 
declining  in  volume  overall  by  some  3  per 
cent.  Bristol-Myers  are  more  optimistic 
saying  this  is  one  market  where  there  is 
still  a  great  deal  of  potential  new  usership. 
The  trend  is  strongly  towards  natural  hair 
colours,  and  many  brands  feature  in-built 
conditioners.  The  value  of  the  market  has 
grown  by  165  per  cent  over  the  past  five 
years,  they  say. 

The  sector  divides  in  type  between 
lighteners  or  bleaches,  permanent  or  semi- 
permanent colourant  ranges  and 
temporary  shampoo  colourants,  and  saw 
an  estimated  £2. 3m  advertising  in  1981 . 
Elida's  Harmony  is  still  the  fastest  selling 
semi-permanent  colourant  on  the  market, 
they  say,  with  a  15  per  cent  brand  share. 
The  range  is  being  backed  by  a  continuous 
Press  campaign  worth  £400,000  in  1982. 
Melody,  a  permanent  colourant,  is  given  a 
2  per  cent  share,  and  Wood  Nymph  3  per 
Concluded  overleaf 


There's  nothing 
like  a  Mason  Pearson 
for  sales-appeal . . . 

.  .  .  because,  quite  simply,  there's  nothing  like 

a  Mason  Pearson. 
That  functional  pneumatic  design  is  still  every 
bit  as  effective  as  when  Mason  Pearson  originated  it 
almost  a  century  ago.  And  with  it  comes  a  standard  of 
quality  and  craftsmanship  that  is  rarely  found  today. 

There  are,  in  fact,  no  other  hairbrushes  with 
quite  this  combination  of  efficiency  and  excellence  - 
a  combination  that  can  do  so  much  to  enhance  your 
prestige  and  expand  your  profits. 
So  -  in  more  ways  than  one  -  it's  rewarding  to  remember 
that  genuine  Mason  Pearson  brushes  are  as  much  in 
demand  as  ever. 

MASON  DEARSON 

A    Ji.  JL-the  great  original. 

Retail  prices  from  £2.90  to  £17. 10. 
Mason  Pearson  Ltd.,  37  Old  Bond  Street,  London  W1X  3AE. 
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Beauty  Products 
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An  extensive  range  of  top  quality  professional  styling 

hairbrushes  at  competitive  prices. 
Here  is  a  selection  from  our  elegantly  designed  range 
featuring  the  moulded  vent,  blo-style,  circular  vent, 

all-round  quill,  radial  and  handbag  sizes. 
An  additional  attractive  choice  of  superb  brushes, 
combs  and  cosmetic  brushes  is  available  from  our 
comprehensive  collection  capable  of  satisfying  the 
most  discerning  taste. 

Enquiries  from  wholesalers  are  welcome  and  will 
receive  personal  and  considerate  attention  from:  — 


i©  DIMPLES,  62  Charles  Street,  Manchester  M1  7DF 
Tel:  061  236  3868/3578. 
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Colourants  market 

Concluded  from  p835 

cent.  The  Jovan  sales  force  distributes 
Shaders  and  Toners  from  Silvikrin  —  a 
range  of  colourant  shampoos  with  a  75 
per  cent  share  of  the  temporary  group 
worth  £2m,  they  say. 

Nice  n'  Easy  is  the  brand  leader  in  the 
permanent  sector,  with  a  20  per  cent  share 
(permanents  account  for  about  65  per  cent 
of  the  colourant  market),  followed  by 
Recital  with  15  per  cent,  according  to 
Bristol-Myers.  Other  brands  in  the  top  six 
are  Belle  Colour  (L'Oreal),  Casual 
(Gillette),  Clairesse  (Bristol-Myers),  and 
Wella.  Wella  say  the  permanent  sector  is 
showing  steady  growth  and  have  given 
their  Colour  Confidence  range  an  update 
and  added  six  shades.  They  have  also 
introduced  a  conditioning  hair  lightener 
called  Blondie  to  their  Colour  Confidence 
range.  A  consumer  leaflet  incorporating  a 
40p-off  next  purchase  voucher  has  been 
introduced,  and  the  offer  remains  open 
until  September  30.  An  advertising 
campaign  is  running  in  the  women's  Press 
throughout  1982. 

In  the  semi-permanents  Clairol  say 
Loving  Care  showed  73  per  cent  growth  in 
TV-supported  areas  of  the  country  last 
year,  and  is  "now  poised  to  take 
advantage  of  a  national  TV  campaign  in 
1982".  The  media  spend  is  worth 
£500,000. 

Colourants  do  present  a 
merchandising  problem  because  of  the 
wide  range  of  shades  necessary.  But  this 
disadvantage  is  balanced  by  the  large 
outlet  share  held  by  the  chemist.  ■ 

Jo-ba  natural  range 
based  on  plant 

In  search  of  a  substitute  for  sperm-whale 
oil  Jo-ba  (Hair  Health)  Ltd  have  utilised 
the  Jojoba  plant  to  give  an  oil  which 
forms  the  base  of  Jo-ba  hair  products. 

In  the  range  are  shampoos  (£0.99; 
baby  shampoo,  £1 .29),  conditioners 
(£0.99),  a  treatment  wax  (200g,  £1.39)  and 
natural  hair  colours  in  three  shades  — 
auburn,  chestnut  and  warm  brown 
(£1 .59).  Jo-ba  (Hair  Health)  Ltd,  Vincent 
House,  Garman  Road,  London  N 17 
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Doctors  to  look  at 
distribution  plans 

The  General  Medical  Services  Committee 
is  willing  to  consider  any  ideas  the  Council 
of  the  Pharmaceutical  Society  of 
Northern  Ireland  has  on  the  policy  of 
geographical  distribution  of  pharmacies. 
A  letter  to  this  effect  from  the  BMA's 
Northern  Ireland  Branch  was  read  out  at 
the  April  meeting  of  Council. 

At  the  suggestion  of  Mr  Kerr  it  was 
agreed  to  send  to  the  GMSC  the  relevant 
parts  of  the  last  report  submitted  by 
Council  to  the  DHSS  as  it  contained 
proposals  for  controlling  the  distribution 
of  pharmacies. 

Mr  T.  O'Rourke,  secretary  Ulster 
Chemists  Association,  said  the 
profession's  comments  on  the  draft  of  the 
licence  to  be  issued  in  respect  of 
pharmaceutical  accommodation  in  health 
centres  had  been  sent  to  the  Department 
of  Health.  A  meeting  might  be  held  to 
discuss  them  with  Department  officials. 
The  comments  came  from  a  report  from 
the  Joint  Committee  composed  of 
representatives  of  the  Council,  UCA  and 
Pharmaceutical  Contractors  Committee. 

Generally  speaking,  only  minor 
matters  were  involved  as  agreement  had 
been  reached  in  previous  meetings  with 
officials.  A  request  for  a  meeting  of  some 
members  of  the  committee  with  the  chief 
administrative  officer  of  the  Central 
Services  Agency  had  also  been  made. 

Mr  J.  Kerr  submitted  a  report  on  both 
the  meeting  of  the  Council  of  the 
Commonwealth  Pharmaceutical 
Association,  held  in  Port-of-Spain, 
Trinidad  in  February  at  the  Association's 
conference,  and  on  the  conference  itself. 

Attention  was  drawn  to  the  fact  that 
the  Association  suffered  from  a  lack  of 
finance.  As  a  result  their  activities  would 
in  future  be  carried  on  through 
correspondence.  A  period  of  five  years 
between  meetings  was  not  conducive  to 
proper  development  and  the  possibility  of 
holding  meetings  every  three  years  was 
being  considered.  The  subscriptions  paid 
by  member  countries  were  insufficient  to 
cover  the  costs  of  administration  and 
member  countries  were  being  asked  to 
increase  their  subscriptions  each  year  to 
allow  for  inflation. 

Dr  Banerjee,  India,  the  new  president, 
proposed  to  issue  the  CPA  Newsletter 
four  times  a  year  and  sought  assistance 
from  member  countries  by  way  of  articles 
for  inclusion.  The  Association's  Council 
was  anxious  that  the  personal  members 
should  be  asked  to  increase  their  annual 
subscription  which  had  remained  at  £1 
since  1970.  If  the  Newsletter  were 
published  quarterly  it  was  felt  that  the 


personal  membership  subscription  migit 
be  increased  to  £5  and  that  concessions  >' 
the  cost  of  travelling  to  conferences  cou. 
then  be  granted  to  personal  members.  The 
secretary  was  instructed  to  inform  Dr 
Banerjee  that  his  proposals  would  by 
supported  by  the  NI  Society. 

Reports  from  the  Finance  and  the 
Education  Committees  were  adopted.  The 
former  included  recommendations  that 
the  Society's  annual  subscription  to  the 
Commonwealth  Pharmaceutical 
Association  be  increased  from  £125  to 
£175  commencing  1983.  A  grant  of  £50 
from  the  C.W.  Young  Scholarship  is  to  be 
made  towards  the  cost  of  a  third  year 
post-graduate  student's  attendance  at  a 
conference. 

The  president,  Mr  R.J.G.  McDonald, 
said  all  were  surprised  and  greatly  grieved 
to  learn  of  the  death  of  Mr  Noel 
Patterson.  Until  his  retirement  almost 
four  years  ago  Mr  Patterson  had  been  the 
chief  pharmaceutical  inspector  of  the 
Department  of  Health,  a  post  he  had  held 
for  some  thirty-six  years.  He  was  well 
known  and  highly  respected  by 
pharmacists  throughout  the  Province  for 
the  fair  and  equitable  manner  in  which  he 
carried  out  his  duties.  Sympathy  would  be 
conveyed  to  Mrs  Patterson.  [An 
application  of  Mr  Patterson  will  appear  in 
C&D  next  week.] 

Mr  W.  Gorman,  the  secretary,  said  the 
management  course  given  by  Drs  Booth 
and  Jones  had  been  held  from  March 
26-28.  Unfortunately  the  attendance  was 
not  as  large  as  had  been  hoped  but 
included  proprietor  pharmacists,  a 
student  and  several  hospital  pharmacists. 
Those  present  said  they  had  enjoyed  and 
derived  a  great  deal  of  benefit  from  the 
course. 

In  reply  to  a  question  about  the 
necessity  for  two  management  courses, 
the  president  said  that  provided  by  the 
Northern  Ireland  Staffs  Council  was  very 
much  a  management  course  dealing  with 
the  problems  that  arose  in  the  hospital 
service  as  well  as  general  practice.  The 
course  given  by  Drs  Booth  and  Jones  dealt 
with  the  finances  of  general  practice,  the 
drug  tariff  and  elastic  hosiery.  He  felt 
personally  that  students  would  be  well 
advised  to  attend  both  courses.  It  was 
desirable  that  some  time  should  elapse 
between  them  as  illness  could  prevent  a 
student's  attendance  at  one  or  other  and 
attendance  at  least  one  was  compulsory. 

The  Council  accepted  with  regret  the 
resignation  of  Mr  J.G.  Stinson  as  a 
member  of  the  Society's  Statutory 
Committee.  Mr  Stinson  had  served  on  the 
Committee  for  almost  seventeen  years  and 
was  relinquishing  the  position  because  of 
his  withdrawal  from  general  practice 
pharmacy.  The  secretary  was  instructed  to 
convey  the  Council's  thanks.  ■ 
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Nowyoullget 
even  more 


mileage  out  of 


them. 


1981's  all-time  high  for  Joy 
Rides  is  going  to  be  overtaken 
this  year  With  the  biggest 
ever  spend  in  Women's 
magazines -so  the  whole 
country  knows  Joy-Rides 
is  the  leading  remedy  for 
children's  travel  sickness. 

The  Joy-Rides  Travel- 
lers' Club's  a  runaway  success 
-  and  it'll  be  highlighted  again 
in  consumer  advertising. 
Thefreemembership,l,OOOMiler 
Certificates  and  other  goodies 
proved  irresistible. 

Capital  Radio  campaign  for 


When  they  heard 
him  in  Plymouth  -  sales of 
Joy-Rides  doubled  in  appreciation. 

0  Don't  go  miles  out  of  your 
way  to  order  stocks.  If  you  see 
your  Stafford-Miller  representative 
Joy-Rides  starts  21st  June.  Tune      before  Saturday  31st  July  1982,  you 
in  totheTexan  oilman  and  hisfamily  can  claim  your  bonus. 

The  specialist  travel  sickness  tablet  for  children. 


NPA  BOARD 


Concern  over  Supply 
of  Goods  Bill 


The  National  Pharmaceutical  Association 
is  to  take  urgent  steps  to  contact  Members 
of  Parliament  concerned  with  the  passage 
of  a  Private  Members  Supply  of  Goods 
and  Services  Bill  because  pharmacists 
could  be  affected  in  two  ways  if  the  Bill 
were  to  become  law. 

It  was  pointed  out  at  last  month's 
Board  meeting  that  the  terms  as  to  quality 
and  fitness  for  purpose  implied  in 
contracts  of  sale  by  the  Sale  of  Goods  Act 
would  apply  to  the  NHS  dispensing 
contract  and  hence  pharmacists  could  be 
held  strictly  liable  (ie  liable  without  fault) 
for  defective  medicines  supplied  on  NHS 
prescriptions. 

The  implied  terms  would  also  be 
extended  to  contracts  for  the  sale  or 
supply  of  services.  Pharmacists'  services 
would  thus  be  affected,  including  giving 
advice,  pregnancy  testing,  ear-piercing 
and  photographic  processing. 


It  was  decided  to  take  urgent  steps  to 
contact  MPs  concerned  with  the  passage 
of  the  Bill  through  its  Committee  stage  to 
alert  them  to  the  dangers  posed  by  the 
proposed  new  law,  especially  for  the 
pharmacist  who  innocently  and 
unknowingly  supplies  a  seriously  defective 
medicine  such  as  thalidomide.  In  any 
discussion  about  a  system  of  strict' 
product  liability  it  should  be  recognised 
that  medicines  are  a  special  case  because 
of  their  unavoidable  side-effects. 
[Dr  Gerard  Vaughan,  Minister  for 
Consumer  Affairs,  has  assured  MPs  that 
pharmacists  will  not  be  strictly  liable  for 
drugs  supplied  under  the  Bill  (C&D  April 
10,  p642).  The  Bill  received  an  unopposed 
third  reading  in  the  Commons.] 

□  Public  relations.  The  Board  approved  a 
recommendation  of  the  parliamentary 
sub-committee  that  closer  liaison  be 
established  between  the  NPA  and 
members  of  both  Houses  of  Parliament. 
Selected  MPs  and  Peers  would  be  invited 
to  informal  meetings,  over  lunch  or 
dinner,  at  which  the  more  important 
aspects  of  NPA  policy  could  be  explained. 

□  Thefts  from  pharmacies.  The  director, 


Mr  Tim  Astill,  had  written  to  the  Lord 
Chancellor  complaining  about  leniency  of 
judges  and  magistrates  towards  those 
convicted  of  theft  and  robbery  from 
pharmacies.  Lord  Hailsham's  reply  had 
been  received  but  the  Board  thought  it  to 
be  equivocal  and  unsatisfactory.  It  was 
agreed  to  send  copies  of  the 
correspondence  to  Baroness  Phillips  who, 
as  director  of  the  Association  for  the 
Prevention  of  Theft  in  Shops,  had 
recently  expressed  concern  about  the  too- 
lenient  attitude  of  the  Courts  towards 
shop-theft  generally.  The  Board  were 
especially  anxious  about  the  alarming 
increase  in  daylight  raids  on  pharmacies. 

□  Photographic  public  relations 
campaign.  The  NPA  is  the  only 
Confederation  of  Photographic  Industries 
member  not  contributing  to  the  costs  of 
their  campaign,  now  in  its  second  year. 
The  Board  decided  not  to  change  its 
policy,  as  a  very  small  part  of  the  average 
NPA  business  now  depends  on 
photography,  and  NPA  members  who 
have  specialised  in  photography  are  also 
probably  members  of  the  Photographic 
Dealers'  Association  and  are  contributing 
to  the  campaign  through  them. 

□  Appointments.  The  Board 
congratulated  Mr  Tim  Astill,  on  his 
acceptance  as  a  Fellow  of  the  British 
Institute  of  Management  and  on  his 
appointment  as  a  Yeoman  of  the 
Worshipful  Society  of  Apothecaries.  ■ 


YOUR  SHOP  CAN'T  AFFORD 
TO  MISS  IT...  CAN  YOU? 


Your  shop  is  your  business  .  .  .  your  livelihood.  But  are 
you  keeping  up  to  date  with  the  latest  ideas  in  retailing, 
designed  to  boost  your  turnover,  make  you  more 
efficient  and  keep  ahead  of  competition?  Have  you  seen 
the  latest  ideas  in  cash  registers,  hopfitting,  shelving, 
lighting,  display,  shopfronts,  security? 


Joint  Sponsors:   Shop  and  Display  Equipment  Association 
Shop   Equipment  &  Shopfitting  News 


r 


To:  Westbourne  Exhibitions  Ltd 

Crown  House  Morden  Surrey  SM4  5EB 
England 

Please  send  me  free  tickets  to 

Shopex  International  '82. 


Shop/Company 
Address  


Position 


I  


S.A.E.  ensures  speedy  return  of  tickets 

CD  15 


here's  only  one  place  to  see  what's  new  in  shopfitting 
and  display  equipment.  It's  called  Shopex  and  it's  the 
world's  largest  annual  retailing  exhibition.  A  few  hours, 
even  a  day  at  Shopex  will  give  you  some  bright  ideas 
and  help  your  shop  keep  up  to  date. 
For  your  free  tickets,  ring  our  special  HOT-LINE  now 
on:  01-543  1252  or  fill  in  the  coupon. 


Shop 
&  Display 
Equipment 
Exhibition 


INTERIM  ATIOIMAL'S2 


The  best  tonic  for  your  shop! 

13 -17  June  1982  Olympia  London 
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WESTMINSTER 
REPORT 

Rural  dispensing 

Plaid  Cymru  MP  Mr  D.E.  Thomas  asked 
the  Secretary  for  Social  Services  regarding 
possible  changes  to  geographical 
boundaries  for  dispensing  doctors.  Mr 
Kenneth  Clarke  replied  in  a  written 
answer  that,  following  consultations  with 
the  joint  committee  representing  the 
medical  and  pharmaceutical  professions, 
the  Government  would  be  implementing 
their  recommendations  in  introducing 
regulation  of  local  arrangements  covering 
NHS  dispensing  in  rural  areas.  ■ 

Salaried  GP  service 

In  answer  to  a  query  about  the  possibility 
of  a  salaried  general  practioner  service, 
Mr  Kenneth  Clarke  replied  that  he  did  not 
consider  this  to  be  essential  to  planning 
primary  care  or  to  adequate  provision  of 
general  medical  services  in  inner  city  and 
remote  rural  areas.  In  exceptional 
circumstances  health  authorities  could 
make  special  arrangements  to  serve  an 
adequate  service  and  this  could  include 
providing  a  salaried  service.  ■ 


Respiratory  drugs 
inquiry  called  for 

The  Secretary  for  Social  Services  was 
asked  by  Dr  Roger  Thomas  to  establish  an 
investigation  into  the  safety  of  OTC  and 
other  medicines  used  for  treating 
broncho-respiratory  diseases,  in  view  of 
suggestions  that  some  may  be  cardio- 
toxic. 

In  his  written  answer  Mr  Kenneth 
Clarke,  Minister  for  Health,  pointed  out 
that  these  matters  were  the  responsibility 
of  the  Licensing  Authority,  acting  on 
advice  from  the  Committee  on  Safety  of 
Medicines.  The  Authority  is  currently 
considering  the  recent  reports  referred  to, 
he  added,  though  they  seem  to  contain 
"little  that  is  new."i 


LETTERS 


Prescribing  rights 

I  would  like  to  back  "Xrayser"  in  his 
comments  regarding  dispensing  doctors, 
although  he  doesn't  go  far  enough. 
Dr  Vernon  Coleman  has  claimed 


"rights"  for  a  prescriber  to  dispense. 
Should  this  be  the  case,  surely  dispensers 
have  a  right  to  prescribe,  and  in  the  case 
of  pharmacists  it  must  include 
prescription  only  medicines! 

How  often  are  pharmacists  asked  to 
prescribe  something  in  a  condition  for 
which  we  know  a  POM  is  the  only 
solution?  A  doctor  is  not  always  easily 
available  and  we  have  to  admit  that  legally 
we  are  unable  to  help  in  such  situations. 

The  rules  and  regulations  have  gone 
too  far  in  tying  up  the  pharmacist.  It 
would  appear  that  pharmacists  have  been 
too  timid  in  the  past  —  and  too  idealistic. 
Hence  our  inspectorate,  our  lack  of  say  in 
what  is  our  right,  what  our  rightful  salary 
is,  and  so  on. 

What  we  need  is  a  breed  of 
pharmacists  with  guts,  with  leaders  who 
stand  up  for  us.  If  it  means  a  change  of 
regulations  and  an  amendment  of  the 
structure  and  standing  of  the 
Pharmaceutical  Society  —  so  let  it  be.  The 
powers  that  currently  guide  us  may  want 
to  stand  down  —  but  for  goodness  sake 
don't  let  us  be  found  wanting,  without 
muscle  and  eventually  overlooked  and 
over-ridden. 
Norman  W.  Stapleton 
Manningtree,  Essex. 


Am  Api  o^ajMm\  hid  MMMq  4| 


Very  competitively  priced  labels,  plain  or 
printed  in  1  or  2  colours  for  all  computerised  < 
label  writing  systems. 

Available  in  lots  of  1 0,000,  so  don't  feel 
obligated  to  buy  larger  quantities  if  you  don't 
need  them.  Our  local  representative  is  awaiting 
your  call. 


ORDER  WITH  CONFIDENCE  FROM 
THE  COMPANY  WITH  100  YEARS 
SERVICE  TO  YOUR  PROFESSION. 


Please  supply  details  and  post  paid  order  forms  to: 

Name  

Full  Postal  Address   


Post  Code 


Pharmaceutical  Packaging  (Leeds)  Ltd. 

A  DIVISION  OF  THOMAS  WAIDE  &  SONS  LTD. 

KIRKSTALL  HILL,  P.O.  BOX  140,  LEEDS  LS1  1QE 
TEL:  752653    GRAMS:  WAIDE  LEEDS 

CD 
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BUSINESS  NEWS 


Unichem  chairman  predicts  only 
two  major  wholesalers  will  survive 


Further  closures  of  wholesaling  depots  are 
predicted  by  Unichem's  chairman,  Mr 
Norman  Sampson,  with  eventually  just 
two  major  wholesalers  left.  However,  he 
says  the  vast  majority  of  pharmacists  will 
continue  to  be  offered  services  by  at  least 
three  wholesalers. 

Mr  Sampson  dismisses  the  "Prophets 
of  doom"  who  say  that  "at  the  end  of  the 
day  pharmacists  will  not  enjoy  a 
multiplicity  of  choice",  in  his  statement  to 
the  1981  accounts.  "I  believe  that 
eventually  there  will  emerge  a  distribution 
network  which  consists  of  at  least  two 
major  wholesale  suppliers,  of  which 
Unichem  will  be  one,  together  with  a 
regional  network  of  independent 
wholesalers,  which  will  be  efficient  and 
profitable." 

"I  must  emphasise  that  this  situation  is 
not  one  which  Unichem  is  seeking  to  bring 
about;  merely  that  market  force  will,  in 
my  view,  result  in  such  a  situation 

High  street  'mini- 
labs'  from  Agfa 

Agfa-Gevaert  have  established  a 
demonstration  mini-laboratory  and 
photo-finishing  training  facility  at  their 
Brentford  headquarters. 

They  say  the  move  is  a  logical  one  for 
them  as  the  major  supplier  of 
photofinishing  equipment  in  Europe  and 
believe  they  are  the  first  manufacturer  and 
distributor  to  operate  a  mini-lab  "in- 
house". 

The  mini-lab  can  handle  up  to  100 
films  a  day  and  can  process  135,126  and 
1 10  as  well  as  roll  film  but  not 
simultaneously.  Agfa's  divisional 
manager,  photofinishing  and  professional 
sales,  Mr  John  Childs  says  "Mini  labs  can 
introduce  activity  and  interest  in 
photography  to  the  High  Street.  The 
restriction  on  our  mini-lab  is  the  processor 
which  can  only  handle  25  films  an  hour. 
The  break-even  point  for  a  High  Street 
operation  is  30  to  40  films  a  day." 

Mr  Childs  believes  people  going  into 
mini-labs  should  plan  for  expansion  to 
"medi-labs".  "If  you  think  mini  you  will 
end  up  mini  and  not  survive." 

The  mini-lab  includes  the  following 
Agfa  equipment  at  present:  a  Colormatic 
20HS  printer,  Colormator  7560  micro- 
processor controlled  multi-channel 
printer,  Labormatic  12  paper  processor, 
Filmpak  20  film  processor,  and  a  Cutomat 
15000,  plus  an  Agfa  automatic  film  splicer 
and  associated  ancillary  equipment. 


evolving,"  Mr  Sampson  added. 

Unichem's  turnover  for  the  year  was 
£216. 8m,  up  29  per  cent  on  the  previous 
year's  figure,  with  profits  up  18  per  cent 
to  £16m.  The  company  is  said  to  be  in  a 
stronger  position  than  at  any  time  in  its 
history.  "It  has  been  an  oasis  of  stability, 
while  much  of  the  industry  has  been  in  a 
state  of  turmoil." 

Negotiations  are  currently  underway 
to  acquire  a  replacement  unit  for  the 
Kingston  depot  destroyed  by  fire  recently, 
with  the  new  branch  hopefully  coming 
into  full  operation  during  June.  The 
company's  agreement  with  the  ICFC  to 
provide  finance  for  the  independent 
pharmacist  is  reported  as  having  proved 
very  popular,  with  guaranteed  loans  to 
pharmacists  amounting  to  over  £5m.  The 
number  of  users  of  the  Unichem  Pride 
computer  system,  designed  for  the  larger 
pharmacy,  has  now  reached  75.  ■ 


The  unit  will  be  used  to  demonstrate  to 
prospective  customers  the  efficient  day  to 
day  operation  of  a  laboratory,  to  train 
Agfa's  and  their  customers'  staff  in  the 
use  and  maintenance  of  the  equipment, 
and  to  provide  a  48-hour  film  processing 
facility  for  Agfa  staff. 

Commenting  on  the  introduction  of 
the  new  Agfacolor  100  negative  film,  Mr 
Peter  Brazier,  divisional  manager,  retail  / 
photo,  said  the  company  would  be  able  to 
be  more  aggressive  in  1983-84.  "The  new 
film  is  the  most  stable  colour  negative  film 
on  the  market.  Up  to  now  we  haven't  felt 
'complete'  but  with  this  film  we  now  have 
a  full  range  of  products." 

Mr  Brazier  said  the  sell-in  was  "spot 
on  target"  and  saw  the  film  gaining  the 
number  two  spot  behind  Kodak  ahead  of 
Fuji  and  Sakura  by  late  July  -  early 
August.  u 


Prospects  for  '82  — 
ICI  pessimistic . . . 

Following  their  warning  in  February  that 
the  year  had  got  off  to  a  poor  start, 
Imperial  Chemical  Industries  pic  have 
confirmed  that  they  see  little  immediate 
prospect  of  economic  recovery.  Chairman 
Mr  Harvey-Jones,  speaking  at  the  recent 
annual  meeting,  indicated  that  first 
quarter  results  would  be  poor  and  that  the 
"radical  rationalisation"  currently  being 
carried  out  in  their  plastics  and  petro- 
chemicals divisions  would  have  to 


continue,  with  further  redundancies  and 
closures  in  the  pipeline.  He  attributed  the 
company's  problems  to  poor  conditions 
throughout  the  industry.  ■ 

. .  .and  Upjohn 
suffer  too 

Upjohn  have  this  week  reported  1982  first 
quarter  sales  of  $460m,  down  4.4  per  cent 
on  figures  for  the  equivalent  period  in 
1 98 1 .  Net  earnings  for  the  quarter 
decreased  by  24.5  per  cent  to  $42. 9m. 

Commenting  on  the  company's 
performance,  Upjohn  chairman  Ray  T. 
Parfet  Jr  says:  "The  general  weakness  in 
the  world  economy  has  made  it  difficult  to 
maintain  historic  sales  and  earnings 
growth  rates  .  .  .  Under  these  conditions 
margins  and  net  earnings  suffer." 

Worldwide  sales  of  human  healthcare 
products  and  services  were  down  2.9  per 
cent  from  the  first  quarter  of  1981.  Most 
major  Upjohn  pharmaceutical  products 
are  said  to  have  done  well,  with  Halcion 
leading  the  range  in  terms  of  sales 
growth.  ■ 


Unions  accept  offer 


Trade  unions  on  the  Pharmaceuticals  and 
Fine  Chemicals  Joint  Industrial  Council 
have  accepted  the  employers'  wage  offer. 
The  basic  rate  will  be  increased  from  £72 
per  week  to  £77.50  with  proportional 
increases  for  juveniles. 

Shift  differentials  are  increased  to 
£7.65  per  week  for  two  shift,  £1 1 .20  for 
three  shift  and  £21  for  night  work.  The 
normal  working  week  is  reduced  from  39 
hours  to  38  hours  with  effect  from  May  8, 
1983.  The  wage  increases  take  effect  in  the 
pay  week  containing  May  8,  1982.  ■ 

Move  towards  health 
care  for  Amersham 

Amersham  International  is  broadening  its 
scope  to  become  a  specialist  in  health 
care,  including  biotechnology,  and 
abandoning  some  of  its  nuclear  business. 

In  a  briefing  to  brokers  the  British 
radio-chemicals  company,  which  went 
public  in  February,  makes  comment 
through  managing  director,  Dr  Stuart 
Burgess  in  the  Financial  Times.  The 
bedrock  of  the  company  is  said  to  be  the 
catalogue  of  40  diagnostic  kits  used  by 
hospital  technicians  that  use  radio  active 
materials.  Diagnostic  kits  using  other 
ways  of  detecting  disease,  including 
enzymes  and  fluorescence,  and  kits 
combining  radio  active  techniques  with 
biotechnology  developments  in  genetic 
engineering,  such  as  monoclonal  anti- 
bodies, are  likely  to  be  developed.  ■ 


840 


Chemist  &  Druggist  1  May  1982 


Chomp! 


Chomp 


} 


SUPER 

WERNETS 
IS  STILL 
CRUNCHING 

ALL THE 
COMPETITION 

Super  Wernets  is  the  No.  1  in  the 
denture  fixatives  market.  And  we  make  sure 
everyone  knows  about  it. 

By  producing  compelling  and  highly 
visible  advertising  year  after  year. 

1982's  massive  new  campaign  is  no 
exception.  It'll  stop  readers  of  the  TV  Times, 
Daily  Mirror,  Sunday  People,  Reader's 
Digest,  Weekly  News  and  popular  women's 
magazines  in  their  tracks. 

As  it  not  only  reassures  denture  wearers 
that  Super  Wernets  solves  their  problems 
with  food.  But  also  highlights  the  social  con- 
fidence they  can  expect  from  using  it. 

Be  warned  -  around  20  million  people 
currently  wear  dentures  in  the  U.K. 

So  order  stocks  of  Super  Wernets  from 
the  Stafford-Miller  representative.  Or  the 
crunch  will  really  come. 

SUPER 
IS 


STAFFORD-MILLER 

The  leading  name  in  denture  fixatives 


USD  AW  call  for 
£90  minimum  wage 

The  Union  of  Shop,  Distributive  and 
Allied  Workers  is  calling  for  a  national 
campaign  "involving  industrial  action  if 
necessary"  to  establish  a  minimum  weekly 
wage  of  £90  and  a  35  hour  week  for  their 
437,000  members.  Speaking  at  the  union's 
annual  conference  in  Eastbourne  this 
week,  general  secretary  Mr  Bill  Whatley 
pledged  the  union  to  continue  its  fight  for 
this  £28  increase  on  the  present  legal 
minimum  wage  for  shop  staff  set  by  the 
industry's  wage  councils.  Other  proposals 
include  the  introduction  of  a  holiday 
entitlement  of  six  weeks  per  annum. 
One  of  the  earliest  decisions  taken  at 


this  year's  conference  concerned  the 
setting  up  of  a  union  working  party  to 
consider  any  possible  relaxation  of  the 
laws  affecting  Sunday  trading.  The  party 
is  to  be  asked  to  report  within  six  months 
to  allow  the  union  to  ballot  its  members 
before  making  its  own  proposals  on  the 
subject. 

□  The  latest  publication  from  the  Low 
Pay  Unit  (report  no  10  —  Shopworkers 
Low  Wages),  timed  to  coincide  with  the 
USDAW  conference,  supports  the 
union's  position.  It  is  estimated  that,  in 
1981 ,  some  250,000  shopworkers  received 
wages  below  the  legal  minimum  of  £62  per 
week.  The  Unit  suggests  a  minimum  wage 
of  £95  per  week  should  be  introduced. 
The  report  is  priced  at  £1,  and  available 
from  9  Poland  Street,  London  Wl.  ■ 


Shops  Bill  meets 
criticism  in  Lords 

Lady  Trumpington's  Shops  Bill,  which 
aims  to  relax  Sunday  trading  laws  (C&D, 
February  13  p254)  has  received  a  third 
reading  in  the  House  of  Lords  and  now 
moves  on  to  be  considered  by  the 
Commons. 

The  Bill  met  with  criticism  from 
several  members  of  the  Lords,  including 
Lord  Sainsbury  —  head  of  the 


supermarket  chain  —  who  urged  the 
Government  to  carry  out  a  formal  inquiry 
into  all  aspects  of  the  subject  before  any 
changes  are  made.  Lord  Jaques  described 
the  Bill  as  "one-sided  and  lacking  in 
compromise"  and  warned  that  it  could 
encourage  shopkeepers  to  open  on 
Sunday,  only  at  the  expense  of  closing  an 
extra  day  during  the  week. 

The  overall  feeling  of  the  debate  was 
summarised  by  Government  spokesman 
Lord  Elton  as  showing  a  concensus  that 
present  legislation  was  "outdated  and  in 
need  of  reform,"  though  there  was  still  no 


agreement  on  how  that  reform  was  to  be 
brought  about. 

Miss  Janet  Fookes,  Conservative,  will 
be  in  charge  of  the  Bill  in  the  Commons 
where  it  is  expected  to  meet  stiff 
opposition,  particularly  from  Labour 
MPs  sponsored  by  USDAW.  ■ 


Merrell  take  on 
Lepetit  business 

Merrell  Pharmaceuticals  Ltd  have 
acquired  the  business  of  Lepetit 
Pharmaceuticals  Ltd  and  will  stock  and 
distribute  from  their  Skelmersdale 
warehouse  Destolit,  Lurselle,  Rifadin  and 
Rifinah.  Supply  to  pharmacists  will 
continue  through  wholesale  channels,  but 
the  products  will  be  promoted  by  Merrell 
representatives.  ■ 


Briefly . . . 


■  Department  of  Employment  retail 
prices  index  for  March  shows  a  value  of 
313.4,  as  against  the  base  figure  of  100  set 
in  January  1974.  This  represents  an 
increase  of  0.9  per  cent  on  February's 
figure  of  310.7,  and  a  10.4  per  cent 
increase  over  the  figure  for  March  1 98 1 . 


Enter  a  world  of  beauty  at 


METROPOLE  EXHIBITION  HALLS  BRIGHTON 
Sunday  4th  July  to  Wednesday  7th  July,  10  am  -  6pm 

Sponsored  by  Cosmetic  World  News  in  association  with  American  Express 


For  further  information  contact  Stewart  Crofts  NORCRO  EXHIBITIONS  LIMITED 
PO  BOX1  Bognor  Regis  West  Sussex  P0  21  4PA.  Tel  Pag  ham  (02432)  5  5  37 
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MARKET  NEWS 


■  Cussons  UK:  Mike  Davies  is  appointed 
general  sales  manager  responsible  for 
regional  and  chemist  sales. 

■  Hickson  &  Welch  (Holdings)  pic:  Mr 

Malcolm  Hopley  is  appointed  a  non- 
executive director.  He  joined  the  group  in 
1981,  taking  up  a  similar  position  with 
Hickson  &  Welch  Ltd.  This  followed  his 
retirement  as  commercial  deputy 
chairman  of  the  organics  division  of 
Imperial  Chemical  Industries  pic. 

■  Fujimex  Ltd:  Mr  Mike  Lane  is 
appointed  sales  manager  responsible  for 
all  Fuji  photographic  products.  Mr  Lane 
has  been  with  the  company  for  4  years  and 
was  previously  in  charge  of  amateur  film 
sales.  Mr  Alan  Banfield  takes  up  a  newly- 
created  post  as  Fuji  key  account 
supervisor. 

■  Wyeth  Laboratories:  Timothy  Bacon 
takes  up  a  post  as  product  manager  for 
the  company's  range  of  antidepressants, 
with  responsibility  for  benzodiazepines  — 
Ativan,  Normison  and  Serenid.  Mr  Bacon 
joins  Wyeth  from  Parke-Davis  where  he 
was  product  manager  for  their  OTC 
products.  Prior  to  that  he  was  product 
manager  with  Warner  Lambert  (UK)  Ltd, 
having  begun  his  career  in  1977  as  a 
medical  representative  with  Boehringer 
Ingelheim. 

■  Norwich-Eaton  Pharmaceuticals:  Dr 

Gerard  Hooper  is  appointed  director  of 
European  research  and  development.  Dr 
Hooper  will  work  from  Woking  and  will 
be  responsible  for  clinical,  regulatory  and 
information  support  for  Norwich-Eaton 
subsidiaries,  licensees  and  joint  ventures 
in  Europe.  He  joined  Norwich-Eaton  in 
1975,  his  most  recent  post  being  medical 
director  for  the  UK.  Earlier  he  served  as 
medical  adviser,  SE  Asia  zone,  for  the 
Wellcome  group.  Dr  Hooper  holds  a  BSc 
in  pharmacology  from  Edinburgh 
University  Medical  School  and  a  diploma 
in  pharmaceutical  medicine  from  the 
Royal  College  of  Physicians. 

■  Dow  Chemical  Co:  Mr  Robert  W. 
Lundeen  is  to  be  appointed  to  the  board 
at  the  July  meeting,  when  current 
chairman  Mr  Earle  B.  Barnes  reaches  the 
mandatory  retirement  age  of  65.  Mr 
David  L.  Rooke  and  Mr  Robert  M.  Keil 
have  been  named  vice-presidents  of  the 
company.  Chairman  elect  Mr  Lundeen 
has  been  executive  vice-president  of  the 
company  since  1978,  having  joined  the 
board  in  1973.  He  began  his  career  at  Dow 
in  1946  as  research  and  development 
engineer  at  their  plant  in  Pittsburgh, 
California.  In  addition  to  his  duties  as 
chairman,  Mr  Lundeen  will  take 
responsibility  for  the  company's  research 
and  innovation  departments,  which  will 
report  to  him  along  with  Dow's 
worldwide  pharmaceutical,  agricultural 
and  speciality  divisions.  ■ 


Spot  rates  steady 


London,  April  27:  Although  a  number  of 
essential  oils  —  particularly  those  of 
Indonesian  origin  —  were  firmer  at  origin 
during  the  week,  dealers  on  the  spot  failed 
to  mark  up  their  prices  in  sympathy.  The 
action  was  attributed  to  their  need  to 
improve  their  cash  flow  situation  rather 
than  hang  on  to  stocks  which  might  or 
might  not  be  higher  in  value  in  a  few 
months  time.  During  the  week 
considerable  business  was  done  in  Chinese 
peppermint  although  prices  were  not 
affected.  Both  Chinese  and  Brazilian 
menthol  were  dearer  for  shipment  but,  as 
with  the  oils  mentioned  above,  the  spot 
rates  were  unchanged. 

Spices  had  a  quiet  week;  Cochin  ginger 
was  again  dearer  while  white  pepper  was 
lower.  In  botanicals  copaiba  and  Peru 
balsams,  kola  nuts  and  Curacao  aloes 
were  dearer.  Lemon  peel  and  benzoin 
were  easier. 

Pharmaceutical  chemicals 

Acetarsol:  £23.78  kg  in  50-kg  lots. 

Acelic  acid:  4-ton  lots,  per  metric  ton  delivered  —  glacial  BPC 
£398,  99.5  per  cent  £381 ,  80  per  cent  grade  pure  £345;  technical 
£324. 

Acetone:  £480  metric  ton  for  30-drum  lots. 
Adrenaline:  (per  g)  1  kg  lots  base  £0.35;  acid  tartrate  £0.30. 
Aluminium  chloride:  Pure  crystals  in  50-kg  lots  £1 ,353  metric 
ton  ex  works. 

Biotin:  Crystals  £5.51  per  g;  in  10-glots. 

Calcium  carbonate:  Precipitated  BP  £270  metric  ton  delivered 

UK. 

Calcium  chloride:  BP  granules  anhydrous  96/98%  £1.33  kg  in 
50-kg  lots;  powder£1.34;  hexahydrate  crystals  BP  1968  £1 .14. 
Calcium  gluconate:  £1 ,960  per  metric  ton. 
Calcium  lactate:  100-kg  lots  £1 .37  kg. 
Calcium  pantothenate:  £8.25  kg  in  25-kg  lots. 
Citric  acid:  BP  per  metric  ton  single  deliveries,  granular 
monohydrate  £841 ;  anhydrous  £887  (powdered  £20  premium 
per  1,000  kg). 

Dihydrocodeine  bitartrate:  £535  kg  in  20-kg  lots,  Subject  to 
Misuse  of  Drugs  Regulations. 
Folic  acid:  100-kg  lots  from  £64  kg. 

Formic  acid:  per  metric  ton  delivered  in  4-ton  lots,  98  per  cent 
£400;  85  per  cent  £334. 

Glucose:  (Per  metric  ton  in  10-ton  lots)  —  monohydrate  £325; 
anhydrous  £650  for  1-ton;  liquid  43°  Baume  £351 .50  (5-ton 
lots);  naked  1 8-tons  lots  £290.25. 

Homatropine:  Hydrobromide  £145  kg;  methylbromide,  £138 
—  both  in  '/i-kg  lots. 

Kaolin:  BP  natural  £181.25  per  1,000  kg;  light  £189. 10  ex- 
works  in  minimum  10-ton  lots. 

Magnesium  carbonate:  BP  per  metric  ton  —  heavy  £770;  light 
£400-£620astomaker. 

Magnesium  chloride:  BP  crystals  £1 . 10  kg  for  50-kg  lots. 
Magnesium  dihydrogen  phosphate:  Pure  £2.45  kg  in  50-kg  lots. 
Magnesium  hydroxide:  (metric  ton)  £1 ,650;  28  per  cent  paste 
£550. 

Magnesium  oxide:  BP  per  metric  ton,  heavy  £1 ,700;  light 
£1,600. 

Magnesium  sulphate:  BP  £147.10-£150  metric  ton;  commercial 
from  £130;  exsiccated  £310.60. 

Magnesium  trisilicate:  Light  £0.80  kg;  heavy  £0.79  kg  in 
minimum  900-kg  and  1 ,200-kg  lots  respectively. 
Mercurials:  Per  kg  in  50-kg  lots;  ammonialed  £15.20;  oxide  — 
red  £16.30;  and  yellow  £16.05;  perchloride  £8.85;  subchloride 
£12.10;  iodide  £15. 

Opiates:  (£  per  kg)  in  1  -kg  lots;  subject  to  Misuse  of  Drugs 
Regulations  —  Codeine  alkaloid  £600-£604  as  to  maker; 
hydrochloride  £520;  phosphate  £460.50-£462;  sulphate  £520. 
Diamorphine  alkaloid  £821 ;  hydrochloride  £748. 
Ethylmorphine  hydrochloride  £585.50-£591 .  Morphine 
alkaloid  £667-£668;  hydrochloride  and  sulphate  £544-£545. 
Oxalic  acid:  Recrystallised  £1 .59  kg  for  50-kg  lots. 
Papaveretum:  £390  kg;  5-kg  lots  "355  kg.  Subject  to  Misuse  of 
Drugs  Regulations. 

Pholcodine:  1  -kg  £538;  £493  kg  in  60-kg  lots.  Subject  to  Misuse 

of  Drugs  Regulations. 

Pyridoxine:  £21.55  kg  for  20-kg  lots. 

Riboflavine:  (Per  kg)  £24,62  in  10-kg  packs,  diphosphate 

sodium  £80.30  in  5-kg. 

Sodium  acetate:  BP  crystals  £0.86  kg  in  50-kg. 

Sodium  acid  phosphate:  BP  crystals  £1 .36-£l  .49  kg  as  to 

source  for  50-kg  lots. 

Sodium  ascorbate:  100-kg  lots  £5.41  per  kg. 

Sodium  benzoate:  £0.70  kg  in  500-kg  lots. 

Sodium  bicarbonate:  BP  from  £156.40  metric  ton  as  to  grade  in 

minimum  10-ton  lots  delivered  UK. 


Sodium  chloride:  Vacuum  dried  in  10-ton  lots  delivered 
London  4-ply  bags  £52.55  metric  ton. 

Sodium  citrate:  Granular  £841  metric  ton;  powder  £861 .  Five- 
ton  contracts  £836  for  granular  —  all  in  lined  bags. 
Sodium  fluoride:  in  50-kg  lots  £2.43  kg  ex  works. 
Sodium  gluconate:  Technical  £756  metric  ton. 
Sodium  hydroxide:  Pellets  BP  1973  in  50-kg  lots  £0.90-£l  .81  kg 
ex  works. 

Tocopherol:  DL  alpha  5  kg  £17.05  kg. 

Tocopheryl  acetate:  DL-alpha  per  kg  £14.30  (in  20-kg  lots); 

adsorbate  £1 3.42  (25-kg);  spray-dried  £1 1 .83. 

Vitamin  A:  (per  kg)  acetate  powder  '/:  miu  per  g  £17.55  (5  kg 

lots);  palmitate  oily  concentrate  1  miu  per  g  £17.27  (5-  £);  water 

miscible  £4.84  litre  (6-litre  pack). 

Vitamin  D2:  Type  850  £49.50;  type  80  £5.61  kg  (25-kg  lots). 
Vitamin  Kl:  £1 . 16  g  for  lOOg  packs. 

Yohimbine  hydrochloride:  £350  per  kg;  £340  kg  in  5-kg  lots. 

Zinc  acetate:  Pure  £  1 .43  kg  in  50-kg  lots. 

Zinc  carbonate:  Pharmaceutical  grade  £720  per  metric  ton. 

Zinc  chloride:  Anhydrous  powder  £450  metric  ton,  delivered 

U.K. 

Crude  drugs 

Aloes:  Cape  £1 ,500  metric  ton  spot;  £1 ,475,  cif.  Curacao 
£3,500,  cif. 

Balsams:  (kg)  Canada:  £16.70  spot;  £16.80  cif.  Copaiba:  £5.85 
spot;  £5.95,  cif.  Peru:  £9.95  spot;  £10.10,  cif.  Tolu:  Spot 
£5.60. 

Benzoin:  £137  cwt,  cif. 

Ginger:  Cochin  £975  metric  ton  spot;  £950,  cif.  Jamaican  No. 3 
£2,000,  cif,  nominal. 

Kola  nuts:  £210  metric  ton  spot;  £220,  cif. 

Lemon  peel:  £1,900  metric  ton  spot  and  cif. 

Lobelia:  European,  no  spot,  £1 .70  kg,  cif. 

Menthol:  (kg)  Brazilian  £7.60  spot;  £7.45,  cif.  Chinese  £6.35 

spot,  £6.25,  cif. 

Pepper:  (metric  ton)  Sarawak  black  £950  spot,  $1,450,  cif; 
white  £1,300  spot;  $1,875,  cif. 

Essential  oils 

Camphor:  White  £1 . 1 5  kg  spot;  £1 .05,  cif. 
Cananga:  Indonesia  no  spot;  £24.35,  cif. 
Cedarwood:  Chinese  No  spot;  £2.80  kg,  cif. 
Cinnamon:  Ceylon  leaf  £3.20  kg  spot;  £2.98,  cif;  bark; 
English-distilled,  £150. 

Citronella:  Ceylon  £2.60  kg  spot;  £2.42,  cif.  Chinese  £3.80 
spot;  £3.65,  cif. 

Patchouli:  Indonesia  £22.50,  kg  spot  and  cif. 
Peppermint:  (kg)  Arvensis  —  Brazilian  £7.50  spot  and  cif. 
Chinese  £4  spot;  £3.90,  cif.  American  piperata  £13. 
Spearmint:  Chinese  £9  kg  spot;  £8.75  kg,  cif.  American  from 
£11. 50  spot. 

Vetivert:  Java  £25.50  kg  spot  and  cif. 

The  prices  given  are  those  obtained  by  importers  or 
manufacturers  for  bulk  quantities  and  do  not  include  value 
added  tax.  They  represent  the  last  quoted  or  accepted  prices  as 
we  go  to  press. 


COMING  EVENTS 


Tuesday,  May  4 

North  Metropolitan  Branch,  Pharmaceutical  Society,  Coram 
lecture  theatre.  School  of  Pharmacy,  Brunswick  Square,  at 
8.00  pm.  Annual  meeting  and  talk  by  Dr  F.  Fish  on  "Rx  for 
murder". 

Wednesday,  May  5 

Brighton  Branch,  Pharmaceutical  Society,  Postgraduate 
medical  centre,  Brighton  General  Hospital,  Elm  Grove, 
Brighton  at  8pm.  Discussion  of  branch  representatives' 
motions. 

West  Metropolitan  Branch,  Pharmaceutical  Society, 

Hammersmith  Hospital,  Du  Cane  Road,  London  W12at 

6.45pm.  Dr  R.  J.  Woodward,  Cantassium  Company,  on 

"Nutritional  products  for  the  allergic  patient". 

York  Branch,  Pharmaceutical  Society,  at  8.00  pm.  Film 

evening  and  annual  meeting.  Venue  details  available  from 

secretary. 

Thursday,  May  6 

Blackpool  Branch.  Pharmaceutical  Society,  Cliffs  Hotel, 
North  Promenade,  Blackpool  at  7.45pm.  Annual  meeting. 
Huddersfield  &  District  Branch,  Pharmaceutical  Society, 

Commercial  Hotel,  Paddock  at  8pm.  Chairman's  evening. 
Mansfield  Branch,  Pharmaceutical  Society,  Postgraduate 
centre,  Mansfield  and  District  General  Hospital,  West  Hill 
Drive,  Mansfield,  7.30  for  8pm.  An  audio-visual  presentation 
on  "Skin  diseases". 

Reading  Branch,  Pharmaceutical  Society,  Post  graduate 
centre,  Royal  Berkshire  Hospital,  at  7.30pm.  Annual  meeting 
followed  by  social  evening. 

Society  of  Cosmetic  Scientists,  Post  House  Hotel,  Sandiacre, 

Nottingham,  at  6.30pm,  Northern  Lecture  by  Dr  G.  Nilsson, 

University  of  LinkOping,  Sweden,  on  "The  Evaporimeter, 

operating  principle  and  application  with  special  reference  to 

trans-epidermal  water  loss".  Members  only. 

Thames  Valley  Pharmacist's  Association,  Sterling  Winthrop 

House,  at  8.00pm.  Miss  D.  E.  M.  Francis,  Hospital  for  Sick 

Children,  on  "Childrens  therapeutic  diets". 

Wirral  Branch,  Pharmaceutical  Society,  Committee  room, 

Clatterbridge  post  graduate  medical  centre,  at  8.00pm.  Joint 

meeting  with  Liverpool  —  discussion  of  branch  resolutions. 
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CLASSIFIED 


Post  to 

Classified  Advertisements, 
Chemist  &  Druggist, 
Benn  Publications, 
Sovereign  Way,  Tonbridge, 
Kent  TN9  1RW. 
Telephone  Tonbridge  (0732) 
364422.  Telex  95132. 
Ring  Martyn  Fryer  for  further 
information  on  extension  410. 


Appointments 


Publication  date 

Every  Saturday 
Headings 

All  advertisements  appear 
under  apropriate  headings. 
Copy  date  4pm  Tuesday  prior 
to  publication  date. 
Cancellation  deadline 
5pm  Monday  prior  to 
publication  date. 


"T"  GROUP 

Experienced 
Pharmacist 
Required 

£10,000  per  annum  gross  plus. 

The  applicant  must  be  a  Registered 
Qualified  Pharmacist,  with  the  ability  to 
organise  and  run  the  Pharmaceutical  and 
Toiletries  Division  of  a  licenced  wholesale 
cash  and  carry  of  45,000  sq.  ft.  in  W12. 

Apply  to:  — 
T  Group  Cash  and  Carry, 

Unit  6-8,  Relay  Road, 
White  City  Industrial  Park, 
38  Wood  Lane, 
London W12 

Tel:  749  7351 


CO 

o 


STAFFORD  &  STONE 
CO-OPERATIVE  SOCIETY 

SUPERINTENDENT  PHARMACIST 

Applications  are  invited  for  this  important  position  within 
a  medium  sized  Society  having  an  annual  turnover  of 
approximatley  £13  million  in  the  last  financial  period. 
The  appointed  person  will  be  responsible  for  a  modern 
suburban  pharmacy,  (annual  turnover  approx  £240,000), 
with  adequate  supporting  staff. 
Salary  and  conditions  negotiable.  Pension  scheme, 
discount  scheme. 
Here  is  an  ideal  opportunity  to  join  a  progressive 
organisation  and  persons  interested  should  apply 
immediately  in  writing  to: 
Secretary  and  Chief  Executive  Officer, 
Stafford  &  Stone  Co-Operative  Society  Ltd, 
10  Salter  Street,  Stafford  ST16  2JY 


Display  /  Semi  Display  £10.00 
per  single  column  centimetre, 
min  30mm.  Column  width 
42mm. 

Whole  Page  £850.00 
(260mm  x  180mm) 
Half  Page  £450.00 
(125mm  x  180mm) 
Quarter  Page  £240.00 
(125mm  x  88mm) 


Box  Numbers  £2.50  extra 
Series  Discounts 

5%  on  3  insertions  or  over. 
10°7o  on  7  insertions  or  over. 
15%  on  13  insertions  or  over 


PROPRIETARY  ARTICLES  TRADE 
ASSOCIATION 

EXECUTIVE 
OFFICER 

An  unusual  and  challenging  opportunity 
arises  for  a  person  at  present  involved  in 
manufacturing,  wholesaling  or  retailing  in 
the  pharmaceutical  industry. 

Responsibilities  will  include  both 
administration,  based  in  London,  and 
publicity  work  and  negotiations  on  behalf 
of  the  Association  in  the  field. 

Starting  salary  not  less  than  £7,500 
according  to  age  and  experience. 

Applications  in  writing  with  C.V.  and 
present  salary  to: 
The  Secretary,  P.A.T.A., 
4  Margaret  Street,  London,  W1 N  7LG. 


STAFF  REQUIRED 

Experienced  people  required  to  sell 
toiletries,  cosmetics,  perfumes. 

Previous  warehouse,  retail  experience 
suitable. 

Good  salary  with  fringe  benefits 
available. 

For  further  details  phone 
Miss  Harris  on  01-992  6888 


U4 
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Business  for  sale 


Trade  services 


SCOTLAND  HELMSDALE 
Dunrobin  Street. 

Chemist  Shop  and  Dwellinghouse 

in  centre  of  this  busy  town.  Shop 
presently  used  as  Drug  Store  but 
with  dispensing  area.  There  is  no 
Pharmacy  in  Helmsdale  and  this 
business  offers  good  potential  for  a 
qualified  person. 

House  accommodation  comprises 
2  public,  3  bedrooms  with  2 
additional  attic  rooms.  Offers  over 
£27,500  are  invited. 
For  further  particulars  apply:- 

ANDERSON,  SHAW  &  GILBERT, 
Solicitors  and  Estate  Agents, 
20  Church  Street,  Inverness. 
Telephone:  0463  37332 


DRUG  STORE 

Centrally  located  in  attractive,  busy  West  Wales  shopping  and 
market  town  —  Freehold  business  and  4  Bedroom  residential 
premises.  Now  drug  store  selling  medicines,  animal  health,  garden 
and  pet  supplies  etc.  Very  good  business  £65,000  o.n.o.  Stock  at 
valuation  if  wanted  but  would  sell  property  only. 

Send  s.a.e.  re  Ref  B.71  to 
Evans  Bros.  Auctioneers,  Lampeter,  Dyfed. 


Business  opportunities 


CHEMIST/GROCERY 

SALES  WANTED 

Our  sales  force  currently  sells  several  brand  leaders  through 
the  chemist/grocery  trades  achieving  widespread  national 
distribution  at  all  levels. 

We  would  like  to  hear  from  companies  with  existing 
brands  of  £  yh  million  plus  turnover  who  seek  to  reduce  their 
selling  overheads  and/or  increase  sales  volume  by 
appointing  an  effective  distributor. 

Alternatively,  we  are  interested  in  outright  acquisition  of 
profitable  on-going  brands. 

Please  write  in  confidence  to: 
Box  C&D  2851 


OLIVE 

(Chemist  Sundries)  Limited 

Hair  Ornaments,  Manicure  requisites  and 
sunglasses. 

Olive  (Chemist  Sundries)  Ltd, 
Olive  House,  70  Orpington  Road, 
London  N21  3PIM. 


PHARMACEUTICAL  LABELS 


GRAPHORAMA  LIMITED 
228A  BROADWAY,  BEXLEYHEATH,  KENT. 
Telephone:  01 -304  981  7 

We  print  all  sorts  &  sizes  of  self  adhesive  labels  (peelable  or  permanent). 
For  more  details  ring  01-304  9817.  Ask  for  Prankaj/Kirit. 


COMPUTER  LABELLING  Developed  specifically  for  speed  and 

ease  of  use  in  the  busiest  of  pharmacies  to  produce  superb 
quality  labels.  Useable  by  anyone  within  minutes  (eg  locums)  it 
counts,  does  stock  control,  repeat  labels  etc  with  up  to  1,500 
drug  capacity.  Complete  systems  from  around  £1,000  (lease  £35 
per  month).  Phone  Creston  (Lanes)  600494  any  time. 


Shopfittings 


SLASH  SHOP 
EQUIPMENT  COSTS 

Competitive  prices  on  shelving,  wall  fixed  or 
freestanding.  SPUR  READICLIP,  ARNEG.  Plus 
Gondolas,  Baskets,  Dumpers,  Price  Guns.  Proven 
Products.  Prompt  service.  HP  /  Leasing  available. 
Free  estimating. 
Home  Counties  Shop  Equipment, 
Spur  House,  Otterspool  Way,  Watford-by-Pass, 
Watford,  Hertfordshire. 
Telephone:  (0923)  34528 


Stock  Wanted 


A.  &  H.  OTTER  LTD 

(established  1920) 

Largest  cash  stock  buyers  in 
the  trade  for  manufacturers' 
clearing  lines,  and  retailers' 
stocks. 

8  Northburgh  Street,  London 
ECV1  0BA  Tel:  01-253  1184/5 

Telegrams:  "Salvall",  London  EC1 


International  Pharmaceutical 
Marketing  and  Distribution 
Company 

seeks  suppliers  to  provide  a  wide  range 
of  own  label  generic  tablets,  capsules, 
creams  and  liquids.  Regular  monthly 
supplies  are  envisaged  and  interested 
suppliers  of  any  of  the  above  are  invited 
to  write  to  the  managing  director  for  full 
details. 

Box  C&D  2845 


Pharmacies 
Wanted 


ALLENS  CHEMISTS  will  pay  you 
more  for  your  substantial  pharmacy. 
Please  telephone  Ralph  Weston  in 
confidence  on  0742  363238 
evenings  or  0742  752256  days 


CHEMIST  &  DRUGGIST  small  ads 
work,  ring  Martyn  Fryer  on  0732  364422 
ext.  410. 


Antiques  Wanted 


CHEMIST'S  &  DRUGGIST'S 
DIARIES 

Advertising  items,  bill-heads, 
letters,  shop-fittings,  toothpaste 

lids,  bottles,  drug-runs  etc. 
GORDON,  25  Stapenhill  Road. 
Burton-on-Trent  DEI 5  9AE. 
Tel:  0283-67213 
(will  collect  anywhere!!) 
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Shopfittings 


Stock  for  sale 

BIGGER  &  BETTER... 

FGM  cosmetics 
&  perfumes 


MORE  BRAND  NAMES 

Largest  selection  of  French  &  UK  Perfumes 
BIGGER  LARGER  FANTASTIC 

SELECTION  CHOICE  VALUE 

$>  FGM  COSMETICS  &  PERFUMES 

Jju^  Suppliers  to  retail  wholesale  it  expoi  t 

,  Opening  hours:  Mon.  -  Fri.  9  a.m.  -  5.30  p  m  Sunday  10  a  m  -  2  00  p.m. 

^   J  10-12  Park  Place,  off  Cheetham  Hill  Road,  Manchester  M4  4EY  Tel  061-833  9652.  > 


DETROIT 
DISPLAY 
SHELVING 


HIGH 
QUALITY 
SHELVING 
UNITS 
approved  by 


NUMARK 


(TCW) 


apian 


shopf  itting  limited 

alpbn  house,  cavalier  road, 
heathfield,  newton  abbot,  devon. 
tql2  6tg      tel.  0626  832059. 
from  counters  to  total  contracts 
alplan  s  national  coverage  for 

.  pharmacies 


K  H  WOOl  ll  OliDJtCu  I  I.I 
Kihij  Nnw  USOV  -AL>?  /.' 


DISPENSARY 
and  PHARMACY 

Specialists 


Complete  service.  N.P.A. 
and  NUMARK  approved. 

Eplan  unit  shopfittings 

Eustace  International 
E  Plan  Estate,  New  Road, 
Newhaven,  Sussex  BN9  0AE 
Telephone:  07912-7711 


Quality  Continental  System 
plus  total  package  NPA 
recommended  NO  system 
matches  UMDASCH  for 
quality.  Prices  pleasantly 
competitive.  See  for  yourself. 
.  .  there's  no  obligation. 
Umdasch  System,  Apells 
Contracts  Ltd,  Unit  F, 
Dalroad  Industrial  Estate, 
Dallow  Road,  Luton,  Beds 
LU1  1FP.  Ring  Luton 
(0582)  30833  NOW! 


SHOPKIT 

Don't  order  shopfittings  in  May  before  talking 

to  Shopkit. 
Shopkit,  50  Ivatt  Way,  Westwood  Industrial 

Estate,  Peterborough  PE3  7PN. 
Phone  (24  hr  service)  Peterborough  (0733)  265263 


PERFUMES 

PERFUMES 

PERFUMES 

PERFUMES 

COSMETICS 

COSMETICS 

KODAK  FILM 

KODAK  FILM 

NEXT  DAY  DELIVERY  THROUGHOUT  UK  MAINLAND  AT  £5.50  PER  ORDER. 

West  London 

01  993  6409 

397  Acton  Lane,  London  WC3 

Open.  Mon-Fri  9am-6pm. 

off  Acton  High  Street, 

Sunday  10am-2pm.  Write  or 

East  Side  Town  Hall 

telephone  for  price  list. 

EXCESS  STOCKS  OF  PERFUMES 
PURCHASED  FOR  EXPORT 

*  CASH  PAYMENT  * 

*  COLLECTION  FROM  YOUR  PREMISES  * 

*  CONFIDENTIALLY  GUARANTEED  * 

For  further  details  please  contact 
L.  HARRIS,  7  CHURCH  ROAD,  ACTON  W3. 
Tel:  01-992  6888. 


Perfumes, 
Cosmetics  and 
Sunglasses 

Wide  range  of  branded  and 
non-branded  cosmetics  and 
perfumes.  Also  exclusive  French 
perfumes.  Wholesale  only. 

SHURE  ENTERPRISES 

227  Shoreditch  High  Street, 
London  E1  6PJ 
Tel:  01-247  3122 


PERFUMES 
COSMETICS  & 
CHEMIST  SUNDRIES 

Exclusive  range  in  stock!!  Wide 
selection 

PASC0S  COSMETIC  SALES 

425  Harrow  Road, 
(Paddington)  Opp  First  Ave, 
London  W10 
Tel:  960-0319. 
Ample  parking,  open  Sundays 


EXPORT  / 
IMPORT 

British  and  Continental 
pharmaceutical  and 
Veterinary  medicines. 
Available  for  Africa, 

Middle  East  and 
developing  countries. 

If  you  are  buying  or 
selling  we  would  like  to 
make  contact  with  you. 
Telex  us  on:  881  3246 
WEMSEC'G, 
Attn.  Mr.  Brian. 


PROFIT 
MAKERS 

9ct.  gold  stud  earrings 
boxed  £1 .40  pair 
5F  digital  watches 
£2.50  +  VAT  +  3% 
p&p  cash  with  order 

P.T.  Wilkin,  Cleeve 
House,  Lyefield  Road 
West,  Charlton 
Kings,  Cheltenham 
0242  22207 


Typesetting  and  graphics  by  Magset  Ltd.  Sidcup.  Kent  Printed  by  Riverside  Press  Ltd.  Whitstable.  Kent  Published  by  BENN  PUBLICATIONS  LTD,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 
Registered  at  the  Post  Office  as  a  Newspaper  31/21/8S 
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Shopfitting? 


SWIM  CAPS 

-  the  caps  swimmers  ask  for 

Modem  England 

WILLIAM  FREEMAN  &  COMPANY  LTD 

Suba  Seal  Works.  Staincross.Barnsley.  England  Tel  0226  84081  Telex  547186 


The  developing  and  printing  market  is  expand- 
ing. At  Colorama,  the  fastest  growing  lab- 
oratory in  the  UK,  we  are  aiming  to  meet  this 
increasing  demand  for  a  reliable  quality 
service  by  extending  our  dealer  network. 

If  your  business  is  in  London,  the  Home  Counties 
or  the  Midlands  and  you  would  like  to  know 
more  about  these  exciting  plans  for  1982  —  and 
how  we  can  help  you  —  please  'phone  David 
Runyard  on  01-261  1082  or  write  to  him  at  Colorama 
Ltd,  44  Lancaster  Street,  London  SE1  ORP. 


3  COLORAMA 

BED! 


^^^^^^^^^^^ 


MS 


TRY  THIS  PRESCRIPTION 
FOR  SUCCESS 

We've  just  the  tonic  you  need  in  these  difficult 
times.  As  one  of  Britain's  leading  shop  interior 
specialists,  we  can  help  you  to  healthier  sales  with 
highly  individual  schemes  using  the  most  advanced 
modular  systems  on  the  market. 

Everything's  tailored  for  you  exclusively.  And  our 
recommendations  cover  colour,  merchandising,  layout 
and,  if  you  wish,  full  shopfitting  services  including 

•  Shopfronts  •  Modular  Systems  •  Counters 

•  Dispensary  Fittings  •  Ceilings 

So  take  advantage  of  our  expertise.  The  change 
will  do  you  good. 


Send  me  the  facts:- 

Name  

Address  


R  Tel 


Retail  Environments,  a  division  of 

Office  Environments  Ltd.,  H 

_     The  Common,  East  Hanningfield,  ™ 

Chelmsford,  Essex.  iSil 

-     Tel:  (0245)400652.  ™ 

Retail  1 
Environments 

Shopfittings  with  a  World  of  Difference 


CD1/5 


Interphex-where  demand 

meets  supply. 


Only  Interphex  features  all  the  essential  products  and 
services  for  the  pharmaceutical  and  cosmetic  industries. 
Exhibits  include  systems  for  processing-instrumenta- 
tion for  analysis,  measurement  and  control-specialised 
finished  packs. 

The  biggest  exhibition  of  its  type,  Interphex  has  over 
300  exhibitors,  and  is  also  the  most  comprehensive.  This 
is  the  8th.  Interphex  since  its  inception  in  1968. 

Internationally  respected,  Interphex  is  attended  by 
seniortechnical  and  executive  personnel  from  all  overthe 

M  Interphex 

Metropole  Exhibition  Centre 
Brighton  England  18-21  May  1982 


world.  It  is  without  doubt  the  most  authoritative  and 
important  show  on  the  industry's  calendar. 

Conference  papers  and  discussions  covering  the  vast 
range  of  new  technical  and  management  topics  will  be 
featured.  More  production-related  subjects  and  sessions 
than  ever  before  are  organized  for  this  year's  Interphex. 

Make  sure  you  obtain  your  free  ticket  and  informa- 
tion guide,  by  writing  to  or  phoning  Clapp  &  Poliak  Europe 
Limited,  232  Acton  Lane,  London  W4  5DL,  England. 
Telephone  01-747  3131.  Telex.-  936028. 
*  No  one  under  the  age  of  18  admitted 


Please  send  me. 


_ticket(s)_ 


^Conference 


Programme(s)for  Interphex  82 
□  I  wish  to  exhibit. 

Name  


Company  Name_ 
Address  


Exhibition  &  Conference , 


Please  use  capital  letters. 
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Stock  the  new  Halina  cameras, 
and  you  can  take  it  easy. 


Halina  Micro  35 


Halina  BB/X2 


Halina  RBMT/E 


designed  to  make  picture-taking  irresistably  easy. 

Prices  are  keener  than  ever,  starting  from  as 
little  as  £5  -good  news  for  your  customers.  And 
mark-ups  are  exceptionally  generous  too -good 
news  for  you. 

And  this  year  we've  introduced  a  special 
no-quibble  exchange  warranty.  If  your  customers 
have  any  problems  with  a  Halina  camera  within  a 
year  of  purchase,  we'll  replace  it  straight  away. 

The  whole  range  is  backed  by  a  £400,000 
advertising  campaign  in  the  national  and  specialist 
press-yet  another  reason  for  you  to  stock  up,  sit 


Halina  110's  and  35's  have  never  been  so  easy 
to  sell. 

The  new,  extended  range  has  some  of  the  most  back  and  watch  the  new  Halina's  sell  themselves, 
advanced  features  available  on  the  market.  Built-in       To  find  out  more  about  the  superb  range  of 
motor-drive,  light-sensor  controlled  flash,  Halina  cameras  contact  Ken  Smith  at  the  address 

automatic  exposure  and  automatic  loading.  All       below.  Then  take  it  easy. 

Halina.Take  it  easy 

J  J  SHbCr  Ltd.  Sole  Distributors,  Engineers  Way,  Wembley,  Middx.  HA9  0EB.  Tel:  01-903  8081. 


